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‘THE NATIONAL NEWSPAPER OF MARKETING 


Sec. Weeks Urges Senate Support of 
Business and Manufactures Censuses 


WASHINGTON, May 15—The drive 
to save the 1953 censuses of busi- 
ness and manufactures picked up 


strong support this week from Sec- ized every five years covering the 


are needed for marketing purposes. 
Commerce officials pointed out 
that the census studies are author- 


Defrosts in 7 minutes! 


— 


Duane Jones Wins 
Second Court Test 


(For the majority and minority rulings, see Page 48) 
New York, May 12—A fifth judge, brought in last Friday to break 
a two-two deadlock in the Duane Jones case appeal (AA, May 11), 


retary of Commerce Sinclair Weeks years ending in three and eight. 
and the Department of Commerce’s | Nearly $1,600,000 has already been 
business advisory council. |spent in preparation for the 1953 

On the basis of a careful investi- reports. Unless this census goes 
gation of the need for the census | ahead there is no authority to take 
program, the Secretary sent two the censuses until the time comes 
letters during the week urging for studies covering 1958. 
members of the Senate appropria- The business advisory council 
tions committee to reverse the ac- pointed out that the savings which 
tion of the House, which turned! the House hoped to make when it 
down the $13,500,000 required to, eliminated the census programs 
carry out the census studies. | are partly illusory. Instead of $21,- 

The Secretary’s letters to the | 000,000, the sum mentioned in the 
committee remained confidential. House appropriations committee 
However, from informed sources | report, the total for the censuses of 
it has been learned that Mr. Weeks business, manufacturing, mineral 
is fearful that the censuses will); industries and transportation is 
not be taken until 1958 if they are | actually only $11,500,000 under the 
passed over in the coming year.| Eisenhower budget for 1954, the 
He has warned that a delay of such’! business group noted. 


did just that yesterday with the result that the appellate division of the 
New York county supreme court voted three-to-two to affirm a jury 
verdict that awarded $300,167 to Jones. 

| The decisive ballot was cast by Judge Francis Bergan, who was 
asked to sit when it developed that the four judges who heard the ap- 
peal on March 18 were split. The four were Judges John Van Voorhis 
and Charles D. Breitel, who voted to affirm the lower court judgment, 


Admiral zm ‘69 


meee 
HEAVY ON COLOR—Admiral Corp., Chi- 
cago, ran this page in-fell cole~ in 28, 
newspapers May 17 for its automatic | 


Ht OM OT Te RemBeL BeRCIRD 


defrosting refrigerators. The same ad ran 
in b&w in 52 other papers. Tatham-Laird, | 
Chicago, is the agency. 


Portable Polling 
Machine Introduced 


Jones Is Jubilant; 
Scheideler Says He 


Will Appeal Ruling 


New York, May 12—Both sides 
quickly reacted with prepared 
| press releases yesterday after the 
‘appellate division affirmed the 


length would deprive business and 


government of a reliable basis for » Stressing the careful prepara- 


day to day decisions. 


s His views were discussed at a observed that the $11,500,000 rep- 
meeting of the business advisory resents a real saving over compar- 
council at Hot Springs, Va., last' able censuses 
weekend. The council, which in-| years, in spite of increased costs 
cludes 100 of the nation’s top busi- | of operation. 


ness men, adopted a_ resolution 


warning against any interruption ate appropriations committee staff 


in the continuity of statistics which 


tion that has been made for the 
1953 studies, the business group 


taken 


in earlier | 


Meanwhile, members of the Sen- 


(Continued on Page 4) 


‘Why Doesn't He Come Clean?’ | 


Reference Service Head Scorns AFA 


‘Explanation’ of Hardy Incident 


New York, May 13—The Ad- 
vertising Federation of America, 
which apparently blundered into a 
hoax several weeks ago in mailing 
out what purported to be an ex- 
pose of an anti-advertising mate- 
rial supplied by the Legislative 
Reference Service of the Library of 
Congress, last week mailed ‘“‘an ex- 
planation” to the several thousand 


General Motors and | 


NBC Sign Up Again | 


for College Football | 


NEw York, May 15—It’s General 
Motors and National Broadcasting 
Co. again for college football on 
television. 


| 
| 


| Duane Jones jury trial verdict. 


by Survey Company |_ Mr. Jones was jubilant, while 
_Joseph Scheideler was determined 
New York, May 14—Consensus, | to carry the case to the court of 
eae Rte Matron: (Sant Se" I 
“ -/ unal. 
ducing the Ver-O-Meter, a port- “Naturally,” said Duane Jones, 
— polling veer for market | “I am gratified by the court’s rul- 
ana opinion research. ing. But far beyond my persona! 
P | 
About the size of a portable type- | viewpoint, I believe that the deci- 
wien eg age Pyne ln gp _sion is a real contribution to prog- 
ed solely by e respondent SO|ress and stability in the advertis- 
that answers are completely secret. | ing business. At the same time, it 
As ina voting booth, the respond- | has enabled me in one way at least 
pl roy Ra Miggeo ay tee by | to say the business for all it has 
SS which leaves the! done for me.” 
face of the machine blank but re- | 
cords his answers. 
“The inhibiting factor present | that the “three-way opinion fur- 
in the interview situation between | ther demonstrates the complexity 
two strange people is eliminated,” | of this case.” 
the company says, “because no di- He said in his prepared state- 


rect interchange of opinion, either ment that he was encouraged by 


| verbal or written, has taken place the dissents offered by two of the| 
and no evidence of the respond- five appellate judges. He added | 


ent’s answers is apparent at any that “we will have to ask the court | 
time to the interviewer.” |of appeals to finally decide.” 

By offering complete respond- Nei] P. Cullom, attorney for Mr.. 
ent anonymity, Consensus says Scheideler, said the court of ap-| 
the Ver-O-Meter can be used in| peals would probably get the case. 
areas where biased answers are in October. He took the view that | 
often obtained through present the exoneration of Frank G. Burke 
techniques on such subjects as Jr. and Robert Hayes meant the, 


. Mr. Scheideler found solace in| 


; ment” 


'and Presiding Judge David W. 
Peck and Judge Edward S. Dore, 
_who moved to reverse and dismiss. 


| By its decision, the appellate 
bench found the following had un- 
lawfully  con- 

| spired to ruin the 
business of the 
Duane Jones Co.: 
Joseph Scheidel- 
er, Paul Werner, 
Joseph _ Beck, 
Philip Brooks 
Lawrence Hub-& 
bard, Eugene? 
Hulshizer, Rob-| 
ert Hughes, and 
the corporation of 
Scheideler, Beck 
& Werner. 

The court dismissed the com- 
plaint as it affects Frank G. Burke 
Jr., v.p. and treasurer of the Man- 
hattan Soap Co., and Robert Hayes, 
former president 
of the Jones Co. 
who is now with 
Doherty, Clifford, 
Steers & Shen- 
field. 

Originally, Mr. 
Jones cited 12 de- 
fendants, but the 
jury exonerated 
Donald Gill, now 
with Geyer Ad- 
vertising, and the 
Manhattan Soap 
Co. 

The appellate court action de- 
clared that Scheideler, Beck & 
Werner would be “primarily li- 
able for the payment of the judg- 
of $300,167 and that “the 


Duane Jones 


Joseph Scheideler 


persons who received the original 


politics, sex and religion. 


(Continued on Page 76) 


blast. 

But Dr. Ernest S. Griffith, di- 
rector of the reference service, 
snorted when he saw the explana- 
tion and demanded: “Why doesn’t 
he [Elon Borton, AFA president] 
come clean?” 


s Text of the explanation, sent 
out by the AFA over Mr. Borton’s 
name, read: 

“Recently we sent you a manu- 
script, ‘Economic Aspects of Ad- 
vertising, which we stated had 
been sent by the Legislative Ref- 
ference Service of the Library of 
Congress tc a member of Congress 
who had asked for background ma- 
terial on advertising. 

“It has since been verified by 
the Legislative Reference Service 
that this critical treatise on adver- 
tising was placed in its files in 
April of 1951 without authoriza- 
tion by a junior member of the 
staff, who is no longer with them. 
This manuscript has row been re- 
moved from the files. 


The country’s No. 1 automobile 
manufacturer will spend more than | 
$3,500,000 to bring the 1953 Nat-. 
ional Collegiate Athletic Assn.- 
approved gridiron schedule to 
televiewers throughout the U. S., 
This will be General Motors’ sec- 


,ond year as exclusive sponsor of 


collegiate football on network 
TV. NBC has televised the series 
ever since NCAA's controlled video 
program went into effect three 
years ago. This year NBC won out 
over bids from two other net- 
works. 

NCAA has tentatively decided 
to make 13 games—12 Saturday 
afternoon dates and Thanksgiv- 
ing—available for network tele- 
casting. Some of these afternoon 
telecasts will feature a “panorama 
experiment” with coverage of a 
quarter or so of several games to 
give more colleges a chance to get 
into video. 


@ Exactly which games will be 
televised has not been determined, | 
although the association has set up 


United Mink Producers Assn. Names Ross Roy 


|individual defendants are entitled 
to be reimbursed by it for any 
/portions of the judgment which 
they personally may be compelled 


Last Minute News Flashes 
be pay.” 


D-F-S Gets Consolidated Royal Chemical Three of the five judges who 


CHICAGO, May 15—Dancer-Fitzgerald-Sample here has been ap-| rendered judgment wrote opinions. 
pointed to handle advertising for Consolidated Royal Chemical Corp.,| Judge Van Voorhis wrote the ma- 
effective June 1. This covers Krank’s Shave Kreem, Liquinet hair | jority view, while Judges Breitel 
set, Mar-O-Oil shampoo, Kolor-Bak, Zymole Trokeys and Peruna| and Bergan concurred in part and 
Tonic. Ross Roy Inc. formerly handled the products. D-F-S at one| dissented in part in an opinion 
time handled Spray-a-Wave hair set and shampoo, which Lee Pharm-| written by Judge Breitel. Judge 
acal Co. sold to Consolidated. Dore wrote the opinion under 
|which he and Judge Peck voted 
| for dismissal of the complaint. 


JANESVILLE, Wis., May 15—United Mink Producers Assn. has ap- 
pointed Ross Roy Inc., Chicago, to handle its advertising. The account 
formerly was handled by Morey, Humm & Johnstone, New York. An ad 
budget of approximately $100,000 has been set up for the next 12 
months, according to William Koenig, ad manager of the association. 
The bulk of the budget will go for fashion magazine advertising. 


Hudnut Introduces New Home Permanent 


New York, May 15—Hudnut Sales Co. has announced a new home | 
permanent, “with revolutionary beauty rinse neutralizer,” which will 
be backed with a blanket TV spot schedule, insertions in Charm, Ladies’ 
Home Journal, Mademoiselle, Modern Romances, Modern Screen, 
Screen Stories, Seventeen and This Week Magazine, and sponsorship 
of Edgar Bergen and Charlie McCarthy over CBS stations. Kenyon & 


“Dr. Ernest S. Griffith, director g blueprint for their selection. Eckhardt is the agency. 


(Continued on Page 73) 


(Continued on Page 77) | 


(Additional News Flashes on Page 77) 


® The Van Voorhis major points 
were: 

1. SB&W took 50% of Jones’ an- 
nual business and 90% of his em- 
ployes. 

2. The defendants—except Burke 
and Hayes—took most of Duane 
Jones’ business after his refusal to 
sell “without paying anything.” 

3. SB&W “was carved out of the 
being of Duane Jones Co. in breach 
of fiduciary duty.” 

4. Mr. Burke and Mr. Hayes 
should be exonerated because they 


(Continued on Page 48) 
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The Postal Situation... 


Summerfield Hopes Postal Eticiency 
Will Replace ‘Temporary Rate Hikes 


WASHINGTON, May 13—Postmas- | 
ter General Arthur Summerfield | 
has been talking about a “tempo-— 
rary” increase in postal rates to, 
reduce his department’s huge, 
budget. 

But he is getting little congres- | 
sional encouragement. 

In his appearances before the 
appropriations committees of the) 
House and Senate, the new head of | 
the department has been saying | 
that he hopes “to make the postal ! 
establishment as nearly financial- | 
ly self-sustaining as practicable, 
while at the same time improving 
the service.” 

He told both committees of the 
extensive efforts currently under 
way within the department to pare 
down a $600,000,000 deficit by the 
introduction of modern manage- 
ment and mail handling methods. 


® His operating budget for the 
1954 fiscal year is about $72,000,- 
000 less than the budget forwarded 
to Congress by the previous ad- 
ministration in January. In addi- 
tion, he is asking Congress to re- 
lieve the department of $79,000,000 
of subsidy money for the airlines 
and $34,000,000 for the handling of 
government mail. 

Mr. Summerfield estimates the 
actual deficit chargeable to mail 
users is about $450,000,000. Of this 
he hopes to raise $160,000,000 
through higher rates on parcel 
post, catalogs and controlled cir- 
culation magazines, currently un- 
der consideration before the In- 
terstate Commerce Commission. 

He said additional rate increases, 


covering second and third class 
mail (periodicals and circulars), 


are now being studied. The in-|} 


creases, he said, would be for a 
period “of at most two years.” 


# In his first public statement 


since taking office, Mr. Summer- | 


field commented: 

“The time has come when a loss 
of approximately $2,000,000 each 
and every working day in the Post 


Office Department should no long- | 
er be tolerated. The present man-| 
agement is making a real contribu- 


tion through modern management 


practices and improvements of all | 


kinds. However, it is apparent that 
if the Post Office deficit is to be 
reduced materially in the next fis- 
cal year, equitable and realistic 
rate adjustments, long overdue, 
will be required.” 

His proposals to move ahead 
with rate adjustments apparently 
made little impact on members of 
Congress, who have been hoping 
that the postal deficit could be 
brought under control through bet- 
ter management. 

Members of the Senate post of- 
fice committee, who are engaged 
in a large-scale examination of 
postal operating policies, have al- 
ready expressed their reluctance 
to adopt any rate increases until 
investigations have been com- 
pleted. 


® The House appropriations com- 
mittee, which adopted Mr. Sum- 
merfield’s $2,832,000,000 operating 
budget—cut only by $2,450,000— 
(Continued on Page 6) 


Public Utility 
Ad Group Makes 
Annual Awards 


St. Louis, May 12—Better Copy 
Contest awards in 17 classifica- 
tions were made here last week 
at the 32nd annual convention of 
the Public Utilities Advertising 
Assn. Special awards in five ad- 
ditional classifications also were 
given. 

The top award winner in the 
contest was the Cincinnati Gas & 
Electric Co., which took four first 
place awards, one each for (1) the 
best complete advertising pro- 
gram; (2) the best single booklet, 
pamphlet or other single piece dis- 
tributed to customers; (3) the best 
window display, and (4) the best 
interior display. 


a New officers of PUAA elected 
at the convention included Walter 
G. Heren, advertising and public 
relations manager of the Union 
Electric Co. of Missouri, president; 
C. Fred Westin, assistant ad man- 
ager, Public Service Electric & Gas 
Co., Newark, N. J., Ist v.p.; Ray- 
mond W. Fenton, ad manager, 


Puffer Takes on 
Toilet Lock with 
Built-In Ash Tray 


CuIcaco, May 13—Charles O. 
Puffer Co. has just been appointed 
to handle advertising for the new 
Cee-Loc division of Electric-Aire 
Engineering Co., Chicago. 

Cee-Loc, the new product, is— 
of all things—a combination toilet 
stall lock and cigaret disposal unit. 
But it already has building man- 
agement considerably steamed up, 
according to Mr. Puffer. 

It seems that the biggest obstacle 
to clean rest rooms in office build- 
ings, department stores, theaters, 
etc., is the tossing of cigaret butts 
on the floor. Scme department 
stores have to sweep out their rest 
rooms 30 to 50 times per day, Mr. 
Puffer reports. Furthermore, there 
is a high rate of damage to toilet 
seats and toilet paper fixtures 
where burning cigarets have been 
planted. 


s Under the Cee-Loc system all 
this is largely eliminated. Locking 
the stall door causes a cigaret shelf 
to drop down, and the occupant 
can’t get out again until the shelf 
is raised, automatically depositing 
butts and ashes in the disposal 
unit. Along with this “self-polic- 


People’s Gas Light & Coke Co.,/ing” arrangement, there is the 
Chicago, 2nd v.p., and Robert) side-feature that the Cee-Loc unit 
Bridges, ad manager, Cleveland) provides a place for the ladies to 
Electric Illuminating Co., 3rd v.p.| hang their bags. 

George E. Hanel, ad manager,| (Cee-Loc is just getting into pro- 
Connecticut Light & Power, Hart-| auction now, but it was pre-tested 
ford, was reelected secretary and in stores, schools and other possible 


Mead Schenck, ad manager, Inter-| markets, and a number of orders | 


state Power Co., Dubuque, Ia., WaS| were taken after showing the mod- 


reelected treasurer. el, Mr. Puffer says. An ad schedule 
The association selected Boston) yas not yet been worked out, but 


as the site for its 33rd annual con- plans are to use trade publications 


vention next May. ‘in the architectural, department | 


s The PUAA awards in most | 
classifications were broken down 
into three groups: Group A is for 


(Continued on Page 75) | 


store, hospital, university, real es- 


tate and building management) 


fields. There will also be special 
direct mail for each type of market 
to be promoted. 
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| LASTING—Thrift and reduced labor are 

stressed in ads like this by Perma Starch 

in newspapers this year. Similar ads will 

run in women’s magazines during the sum- 

mer months and radio and TV spots are 

being cdded to back the company’s con- 
tinuing campaign. 


Perma Starch Adds 
Radio, TV to Stay 
Ahead in Market 


InLr1opouis, ILtt., May 12—This 
year Perma Starch Inc. is adding 
radio and television spots to aug- 
ment its usual advertising in mag- 
azines and newspapers. 

Two-color one-third-page ads 
will appear in Family Circle, 
Western Family and Woman’s Day 
and small b&w insertions in Par- 
ents’ Magazine during May, June, 
July and August, and two-color 
and b&w ads will run in news- 
papers the year around. 

Copy stresses the fact that one 
bottle of Perma Starch is the 
equivalent of $2.50 of regular 
starch. 

Perma Starch is a laundry 
starch which differs from ordinary 
laundry starch, according to its 
advertising, because it will last 
through eight to 15 washings. 


s It was first put on the market 
in 1947 and advertising for it be- 
gan in 1948. It is the only perma- 
nent-type starch sold on a nation- 
al basis, according to officials of 
the corporation, who say it ac- 
counts for 90% of sales of per- 
manent-type starch in the nation 
as well as being the second largest 
nationally distributed liquid 
starch. 

The company credits consistent 
and increased advertising for its 
growth. Its sales in 1951—when 
it appointed its present agency, 
Henri, Hurst & McDonald of Chi- 
cago—increased 50% over the 
previous year. Last year’s sales 
figures topped the 1951 volume by 
46.7%. Sales so far this year 
indicate that 1953 will be another 
record year, according to the 
starch manufacturer. 


Four A’s Names Robertson 
C. M. Robertson Jr., president 


of Ralph H. Jones Co., Cincin-| 
‘nati agency, has been appointed | 
the national | 


vice-chairman of 
committee on radio and television 
production of the American Assn. 
of Advertising Agencies. 


/mittee in the general field of radio 


‘and TV ethics, as well as on broad | 


general policies affecting talent, 
|contracts, and union practices on 
a national scale. 


| WEAR Names Hollingbery 


WEAR, Pensacola, Fla., has ap- 
pointed George P. Hollingbery Co. 
to represent it nationally. This 
ABC and MBS affiliate formerly 
|was handled by John E. Pearson 
Co. 


Miss Jones Named Art Head 

| Ethel V. Jones, formerly with 
‘Popular Science Monthly, has 
joined Sidney Lewis & Associates, 
‘New York, as art director. 


Few Insertions 
Used by Typical 
BP Advertiser 


_ CuHicaco, May 12—An analysis 
of leading business publication ad- 
vertisers shows that, like advertis- 


_|ers in other media, relatively few 
| insertions per publication are be- 
LS | ing used. 


| Robert E. Kenyon Jr., adver- 


| told the Chicago Business Publica- 
| tions Assn. yesterday that few ad- 
|vertisers give any evidence of 
really concentrating heavy promo- 
| tion in any medium. A sampling of 
|30 of the leading advertisers in 
business publications, he said, 
|showed them using an average of 
8.5 pages per year in the publica- 
ticns they used. 


Advertising Age, May 18, 1953 


Those Good Old 
Hiatus Blues 
Hit TV Nets 


By Maurine Christopher 
| New York, May 13—While most 


|of TV’s highest paid stars will as 


\\tising director of Printers’ Ink,’ usual take a vacation from the air- 


_waves this summer, many of their 
sponsors plan to stay on the air 
with substitute fare. 

Nobody is making snap judg- 
ments, however, as advertisers 
give careful consideration to the 
‘question of “to hiatus or not to 
hiatus.” On the one side there is a 
desire to hold onto strong station 
lineups; on the other, an impelling 


Mr. | = 
|Robertson will work with the com-| ~ 


drive to save a few dollars for la- 
s The top ten business paper ad- ter. Once the decision to spend 
vertisers in a list developed by As- money on summer time has been 
sociated Business Publications, he | made, sponsors are being equally 
said, spent $14,000,000 in the me-_| cautious in selecting a program to 
dium last year, but actually used / fill it. 
only 8.9 pages each in each of the | CBS Television’s 30% program 
papers on their list. Ten advertis- contribution offer is getting re- 
ers in the middle of a list of $50,-| sults. So far only three of this net- 
000-and-over business paper ad- | work’s night shows are definitely 
vertisers, spending an aggregate of on the vacation list. The rest of 
$1,000,000, averaged only six pages |Columbia’s sponsors are expected 
per year in the publications they |to keep their regular shows on dur- 
used. The bottom ten in the list, | ing the summer or to book replace- 
accounting for half a million dol-| ments for the vacation season. 
lars in total space, bought only | 
five pages per publication. And;® As a long term investment to- 
General Electric, which led the ward selling advertisers on year- 
parade of business paper advertis- | around use of TV, CBS is paying 
ers with expenditures of $2,500,-| 30% of the program cost—provided 
000 in that medium, ran 6,519|it does not exceed the sponsor’s 
pages in 640 magazines—an av-| normal talent budget—of Class A 
erage of 10.% pages per publica- | evening shows which remain on 
tion. during the usual eight-week hiatus 
He added that this pattern of, period. To be eligible for this sum- 
skimpy frequency holds true in|mer program aid, a sponsor must 
general media, also. National ad-| have been on CBS-TV’s client list 
vertisers average 5.3 insertions in since April 1. 
eight leading magazines, he said,| Last year the network used a 
and 80% of national advertisers in 25% program contribution as a 
newspapers use less than two pages /summer incentive and kept prac- 
a year. | tically all of its regular clients on 
The business publications asso- the air. 
ciation adopted a resolution urg-| The hiatus list: 
Alcoa’s “See It Now” will be off 


ing the Senate to restore the ne-| 

cessary funds for Censuses of the schedule for eight weeks while 
Business and Manufactures, and Ed Murrow goes to London. When 
also announced publication of a the program returns in the fall, it 


roster for the organization. (Continued on Page 74) 


17 Consumer Studies Show ‘52 Was Good 
to Maxwell House, Prom, Maidenform, Etc. 


MILWAUKEE, May 12—The 1953) bution of Duncan Hines has man- 
Consolidated Consumer Analysis aged to change the buying picture, 
report for 17 markets of the and in home permanents, where 
Milwaukee Journal reveals some Prom has successfully insinuated 
important changes from last year itself among the top sellers. 
in consumer buying habits or) 
brand preferences. _@ This year’s report covers 17 

One striking change in brand cities as compared with 15 last 
preference is in instant coffees,| year. One market, Spokane (the 
where Maxwell House has taken Spokesman-Review and Spokane 
over Nescafe’s position as _ the) Daily Chronicle), has dropped out 
favorite brand in the cities in-|of the group. Three markets have 
volved in the study. been added. They are Cincinnati 

There are at least two notable) (Times-Star), which appears with 
examples of a new brand making the first consumer analysis report 
a dent in these markets—in cake! for the Greater Cincinnati area; 
mixes, where the increased distri-| Long Beach, Cal. (Independent- 

Press-Telegram), and Honolulu 
| (Star-Bulletin). 
| Last year’s report showed Nes- 
cafe preferred by users in 12 mar- 
kets, Maxwell House in one and 
Borden in one. This year, with the 
turnabout, Maxwell House leads 
= in 12 markets, Borden in three and 
| Nescafe in one. 

At the same time, there has 
been a comfortable increase in the 
percentage of users of instant cof- 

| fee. Increases range from 2.4%, in 
| eens Me., to 14.6% in Omaha. 


's In the 1952 report, Duncan 
Hines showed in two of the 15 
| cities reporting—Omaha, its head- 
| quarters, where it was the lead- 


WALTER HOLT, with the drug division of 

Erwin, Wasey & Co., New York, has been 

elected a v.p. of the agency. At one time 

he was with Mennen Co. and before that 
with Sterling Drug Co. 


ing brand, and St. Paul, where it 
held seventh place among 10 
brands. This year it appears in 
‘seven markets. In two—Omaha and 
'Duluth-Superior—it holds first 
' (Continued on Page 78) 
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‘The Watkins Man’ 
Will Sell Vanilla 
in ‘Life’ Color Ad 


Winona, MINN., May 14—J. R. 


|Watkins Co. likes its first plunge 

- \|into consistent advertising so well 
| that it is expanding the program it 
| began a year ago. 


. 
- 


, 
Se rewernced few thee meas 
i oe ve Jayson 


MMMMMMM—This_ kiss goes to the guy 
who wears Jayson shirts, sportwear or 
pajamas, according to this ad which will | 
run next fall in Esquire, Life and The 
Saturday Evening Post. 


Gorgeous Redhead 
Highlights Jayson 
Fall Ad Campaign 


New York, May 15—A luscious 
redhead planting a kiss on space 
“reserved for the man who wears 
Jayson shirts, sportwear and pa- 
jamas” will illustrate a fall cam- 
paign for F. Jacobson & Sons. 

The full-color ad, third in a se- 
ries predicated on the theory that 
“an ad need not show merchandise 
in order to sell merchandise,” will 
appear in Esquire, Life and The 
Saturday Evening Post during No- 
vember and December. 

A separate half-page color ad 
will be used to promote Jayson 
Super-Whitehall shirts and Jay- 
son’s fashion story of 21 collar 
styles in Look during October. 


s The campaign, prepared by Al- 
fred J. Silberstein-Bert Goldsmith 
Inc., the Jayson agency, also in- 


cludes dealer display materials, | city dealers and another for coun-| 
newspaper and business paper ads, try salesmen, which were shown to. 


counter cards and newspaper mat | 
ads. | 

Promotion of the Excello shirt | 
and sportswear line will follow | 


previous campaigns with fraction- | 


al b&w page ads in national publi- | Proprietary Assn. will take place yields a 17.2% 


| 
| 


cations and cooperative advertis- 
ing. The co-op advertising will be 
supplemented with a series of 
statement enclosures, window and 


| 
} 


Already the campaign has been 
scheduled by Erwin, Wasey & Co., 
Minneapolis, to continue through 
April, 1954. 

While the campaign will be ex- 
tended to some additional maga- 


zines, it also will change direc-| 
tion, according to William White, 
account executive. 

What began in June 1952 as. =: 


an institutional program for the 
firm, which sells food products, 


| patent medicines and cosmetics 


door to door, will shift to a “hard 
selling” program for specific prod- 
ucts. The first full-page color ad 


will break May 18 in Life, to pro-| 


mote Watkins’ imitation vanilla. 


= Watkins also is dropping the 
salesman recruiting theme from its 
ads, although the first one still 
will carry a small insert inviting 
applicants for jobs as Watkins 
salesmen. Mr. White said _ that 
phase of the past year’s program 


has been a failure at attracting 


dealers. 

The company is adding Farm 
Journal, Ladies’ Home Journal, 
Life and two more sectional edi- 
tions of Progressive Farmer to its 
advertising schedule this year. It 
is dropping Look, but others on the 
original list will be retained. They 
are McCall’s, The Saturday Even- 
ing Post, and 15 state farm jour- 
nals, in which the company runs 
an editorial style column authored 
by “Cy Watkins.” 

The new campaign was intro- 
duced to the 15,000 Watkins deal- 
ers by sound slide films, one for 


all the dealers in a three-week 
period. 


Proprietary Assn. Meets 


THE WATKINS MAN—In a color page in 
the May 18 Life the Watkins Man will seek 
“a kitchen date” with housewives to help 
sell J. R. Watkins Co.’s vanilla and other 
| food extracts. 


4 a 
“No-Nonsense 


Copy Is Success 
for 5c Swan Bar 


HARTFORD, May 12—Wormen in 
‘recent years have been showing a 
greater interest in the price of soap 
‘than in its fountain of youth pos- 
| sibilities, according to John A. 
| Blum, merchandising manager for 
| Lever Bros. Co. 

| He told an Advertising Club of 
|Hartford meeting last week that 


| 


the ads implying that use of a cer- 
‘tain toilet soap will bring a girl 
| beauty, romance and a well-heeled 
husband just don’t market the 
_merchandise the way they used to. 
| That is why Lever Bros. went 
ahead in the development of its 
Swan soap, he continued. 


e Marketing the new soap entailed 
a lot of planning and research, he 
pointed out, with special machines 


and processes developed to pro-| 


/duce a soap designed to sell for 


wu? Europeans Learn U. S. Methods of 
Selling from Sales Execs on Tour 


The Belgrade visit was the last 


BELGRADE, May 13—A group of | 
top American marketing experts stop on a whirlwind junket through 
were scheduled to arrive in Bel- Europe. Leader of the tour is Rob- 
grade today to preach sales sense to ert A. Whitney, president of the 


business men in Communist Yu- 
goslavia. 


Advertest Finds 51% 
of Ladies Watching 


Daytime Television 


New York, May 14—More wom- 
en are watching daytime TV, but 
_those who do watch are spending 
|less time daily with television. 
| This is the most interesting trend 
‘noted in Advertest Research’s lat- 
‘est analysis of daytime teleview- 
ing in this market. The study cov- 
/ered 761 female adults who were 
,interviewed during the first two 
weeks of April. 

Some 51% of the respondents 
said they watched video regularly 
during the daytime. This compares 
with 38% in 1952 and 40% in 1951. 

The average viewer was in the 
daylight audience 3.9 days per 
week—the same as 1952. However, 
the number of hours of daily view- 
ing was on the decline. The aver- 
age housewife reported total week- 
ly viewing of 11.5 hours for April, 
1953, against 13 for the corre- 
sponding period in 1952. 


# Most of the ladies said they mix 
'TV with their household chores— 
‘cleaning, sewing, ironing, etc. 
viewers tend to spend more time 
| viewing at night than do women 
who have no time for TV during 
_ their working hours. 

| Many of the non-viewers were 
“envious” of women who could find 
time to watch during the day, but 
_35% expressed an “unfavorable” 
/opinion of such behavior. 
Approximately 84% of the non- 
_daytime viewers said they listen 


The 7ist annual meeting of the 5¢ a cake. The 5¢ scale, he said,|to the radio some time between 


June 8-10 at the Greenbrier, White 
Sulphur Springs, W. Va. John W. 
McPherrin, publisher of American 
Magazine, and Lyle J. Purcell, Bat- 
ten, Barton, Durstine & Osborn, are 


markup to the re- 
tailer—about 6% more than the 
retail merchant can make on other 
toilet soaps, Mr. Blum said. 

A new slant in advertising was 


| 


counter displays and a complete general chairman and vice-chair-| tried by Lever, with the copy 


mat service. 


man, respectively. 


Developing Service Offers Free Film 


to Grocery Customers 


Los ANGELES, May 12—Sav-On- | 
Film Service has been formed here 
as a new film processing and de- 
veloping service, operating through 
food markets, with the gimmick 
of offering customers free Kodak | 
film in exchange for their devel- 
oping business. | 

The plan works like this: check 
stand racks 18x10” are installed 
in a market. The racks hold a dou- | 
ble hanger of self-addressed en- 
velopes, showing the price for de- | 
veloping of various sizes of rolls. | 
The customer places his roll of 
exposed film in the envelope along 
with the price of developing and 
printing. 

After the roll of film is pro- 
cessea, it is returned to the cus- 
tomer with a complete set of jum- 
bo-size snapshots, and a new on 
of film for each exposed roll sent 


on West Coast 


geles, the free film given the cus- 
tomer is paid for by the elimina- 
tion of the normal profit margin 
of the drug stores normally hand- 
ling such business. 

Promotional plans call for the 
use of television spots on a co-op 
basis with markets, plus car cards 
and outside cards on street cars 
and buses. 


Continental Expands TV 


Continental Baking Co., New 
York, has added 15 minutes week- 
ly to its sponsorship of “Howdy 
Doody” (NBC-TV). Wonder bread 
and Hostess cakes, through Ted 
Bates & Co., now carry the full 
Wednesday telecast of the kids’ 
show. This leaves only two 15- 


|minute segments of the 30-minute 


across-the-board program 
taining. 


sus- 


in. The developing prices are said Names Burlingame-Grossman 
to be competitive, and the free| DBA Products, Deerfield, IIl., 
film to represent savings from 50¢|™anufacturer of bowling mainte- 
on up. |mance products, has appointed 
| Burlingame-Grossman, Chicago 
agency, to handle its advertising. 


s A market is given 4¢ for each 
envelope picked up from its rack. | 
Now being introduced in Los An-| 
geles, Sav-On has stands in Mc-| 
Daniels Markets, Better Foods, and | 
Gateway Markets. 

According to Sav-On’s agency, | 
Jimmy Fritz & Associates, Los An-! 


Trade and consumer magazines 
and direct mail will be used. 


WPCT Appoints Two 

Daniel Hyland has been named 
general manager, and William 
Winne, program director, of 
WPCT, new radio outlet in Put- 
nam, Conn. 


|making no claims for the product 
other than that, used with water, 
it will clean the user’s face and 
leave the individual smelling as 
though he made a habit of wash- 
ing. 
Girls 


in Hartford, New York 


|preciate this no-nonsense approach, 
Mr. Blum said. As a result, he 
concluded, Lever has sold nearly 
twice as many cakes of Swan as 
it thought would be necessary to 
|prove the new soap a success. 

| 


Three Join Doherty, Clittord 


| CC. Warden La Roe, formerly 
Owen & Chappell copy supervisor, 
|has joined the copy staff at Do- 
herty, Clifford, Steers & Shenfield, 
New York. Other additions include 
John P. Kennedy, previously with 
Ruthrauff & Ryan, as assistant ac- 
count executive, and Charles 
Plume, formerly with Paul Klemt- 
ner & Co., as assistant art director. 


Shirriff's Names Willis 


Shirriff’s Ltd., Toronto, manu- 
_facturer of jelly powders and cake 
mixes, has appointed Willis Ad- 
vertising, Toronto, to direct its 
advertising. John Whitehead, for- 
merly advertising manager for 
Shirriff’s, has joined the agency 
as an account executive. 


Bernstein, Silver to Fein 


Stanley Bernstein, formerly with 
Grey Advertising, and Martin Sil- 
ver, previously with Emil Mogul 
Co., have joined Nathan Fein Ad- 
vertising, New York, as art direc- 
tor and copywriter, respectively. 


7 a.m. and 5 p.m., and many of 
these housewives reported they 
| could find time for radio listening 
but not for TV watching. Some 
of the reasons: “Too busy to 
'watch,” and “It’s easier to listen 
‘and work.” Radio usage in these 


homes was highest between 7 and 


9 a.m. 


| Advertest noted that daytime. 


National Sales Executives. 

Called “Operation Enterprise,” 
the tour is designed to give Euro- 
_pean business leaders a picture of 
modern sales techniques used in 
America in the hope that it will 
‘stimulate similar activity over 
here. 

The current trip is the fourth 
|}one organized by NSE in the past 
four years. 


|/@ Upon arriving in Paris at the 
end of April the group split into 
two different teams. A northern 
team went to six cities in West 
Germany—Berlin, Cologne, Dus- 
seldorf, Hamburg, Frankfurt and 
Stuttgart—and a southern team 
went to Lisbon, Madrid, Barcelona, 
Rome and Milan. 

Last week the two teams met at 
Zurich, Switzerland, and continued 
together to Vienna and Belgrade. 

Members of the northern team 
and the subjects of their talks 
were: Carl MacAndrews, mana- 
ger, employe relations, E. I. du 
Pont de Nemours & Co. “The 
Background for Competitive En- 
terprise”; D. A. Prouty, national 
retail sales manager, Scott Paper 
Co., “Building a Complete, Scien- 


tific Marketing Program”; Paul 
Selby, executive v.p., National 
Consumers Finance Corp., “The 


Use of Credit as a Sales Tool,” and 
Armand Gariepy, president, Sales 
Training International, Barre, 
Mass., “Training and Motivating 
Men.” 

Traveling the southern route 
were: Mr. Whitney, whose topic 
was “Selling—Its Role in Busi- 
ness”; Lawrence F. Livingston, 
public relations manager for du 
Pont, who talked on “Scientific 
Developments and Increasing Mar- 
kets”; Hal W. Dotts, v.p. and gen- 
eral manager, Jewel Tea Co., 
“Training of Sales Organization by 
|Management”; Donald C. Sloan, 
_ president, Donald Sloan & Co., in- 
|vestment firm, “Selling Intangi- 
| bles,’ and Leland Hess, partner, 
Oregon Trail Lumber Co., who dis- 
/cussed the legal aspects of sell- 
ing. 

Both teams also showed a 16mm, 

(Continued on Page 79) 


Winifred Snyder Wins Proetz Award 


and other northeastern cities where | 
tests have been run seem to ap- 


St. Louris, May 12—Winifred S. 
Snyder walked off with top honors 
for copy in the 1953 Erma Proetz 
award competition sponsored by 
the Women’s Advertising Club of 
St. Louis. 


Miss Snyder, a member ~f the 


Chicago staff of Foote, Cone & 
Belding, was awarded first prize 
for the Kotex campaign. Other 
copy winners were Eleanor Boyer 
Dean of Hewitt, Ogilvy, Benson 
& Mather, who won second place 
for the Helena Rubinstein cam- 


dill 
WINIFRED SNYDER, of Foote, Cone & 


Belding, Chicago, top copy winner in the 
1953 Erma Proetz competition. 


paign, and Mary McCay, Young & 
Rubicam, who placed third with 
the current Jell-O campaign. 

In art, Helen Schaumburg, Stix, 
Baer & Fuller, this city, won top 


Mary McCay 


Eleanor Dean 


honors. Mrs. Schaumburg won 
honorable mention for her art en- 
try last year. Judith Yardley, Fam- 
ous-Barr, also of St. Louis, was 
| second. 

| The awards, presented at a joint 
iluncheon of the local men’s and 
women’s advertising clubs, are 
given annually in honor of the late 
Erma Perham Proetz—past presi- 
dent of the club, only person ever 
to receive the Harvard advertising 
award three consecutive years, and 
only woman in AFA’s hall of fame. 
Mrs. Proetz was executive v.p. of 
Gardner Advertising Co. until her 
| death in 1945. 
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(Continued from Page 1) 
reported that marketers have been 
bombarding committee members 
with pleas for the census programs. 

The text of the business advisory 
council resolution follows: 

“Whereas: The House of Repre- 
sentatives has denied all funds for 
the censuses of business, transpor- 
tation, manufactures, and mineral 
industries, and, 

“Whereas: The regular gather- 
ing of statistical material by the 
Bureau of the Census provides 
business men with the information 
necessary to make the vital day-to- 
day decisions in the operation of 
their business, and, 


Sec. Weeks Urges Senate Support of 
Business and Manufactures Censuses 


creased sales, markets, production, 
employment and opportunity for 
our people, and, 


a “Whereas: The justification for 
the elimination of census funds 
was that it represented a defer- 
ment in spending $21,000,000, based 
on the original budget for fiscal 
1954 submitted by President Tru- 
man, while in fact, the revised 
budget for the Bureau of the Cen- 
sus called for $11,500,000 for fiscal 
1954 for the four censuses, and, 
“Whereas: The estimated cost of 
$11,500,000 represents a real sav- 
ing over comparable censuses tak- 
en in earlier years, in spite of in- 


five years, so that if they are not 


taken as of this year, there is great 
danger that no censuses may be 
taken until 1958, and, 


“Whereas: A ten-year statistical 


gap would work extreme hard- 
ships on businesses which rely on 


census material for efficient op- 


eration: 
“Therefore be it resolved: That 
the business advisory council for 


the Department of Commerce urge 


the Secretary of Commerce to take 
all steps possible to persuade the 
Congress to restore the funds re- 
quested for the taking of the cen- 
suses of business, transportation, 
manufactures and mineral indus- 
tries.” 


Fawcett Brings Out ‘Fight’ 
Fawcett Publications, New York, 

will introduce Fight, a 25¢ quar- 

terly magazine devoted to boxing, 


aa 
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A fifth judge brought in to break the deadlock on the Duane Jones 
case swung the decision in favor of Mr. Jones three-to-two, giving 
War, DORMS THE GOCE COUNT VIRUOEY 65 icc cdi ccwcccoccsveces Page 1 

The 17-City Consolidated Consumer Analysis report not only gives an 
excellent picture of brand preferences across the country, but shows 
DE Ee Dg iv Wikia bv ink on 8s eR kw eke eae an Page 2 

A check of daytime television viewing by Advertest Research in the 
New York market revealed that 51% of the ladies are regular watch- 
ers, a 13% gain in audience over last year .................. Page 3 

The Cuban government has decided to throw away its “wine-women- 
song” brochures and use a more sedate approach in its promotion to 
SE ee Mie ee SNE oo ics cinta ecaaes done pedbeaes Page 18 

What are pretty girls good for? Well, if you have a product to promote, 
you may be interested in some pointers on an old method for getting 
ee EL UD civ aba Rewhaliwew bee ders sa KTR rene ewan Page 46 

Because he likes candy, John D. Hayes went into the business and 
created the $17,494,351 Fanny Farmer chain .............. Page 42 

The “man from Schweppes,” none other than bearded Schweppes 
(U.S.A.) Ltd. president, Cindr. Edward Whitehead, sparks the new 
Schweppes campaign by Hewitt, Ogilvy, Benson & Mather ..Page 54 

Meta-Mold’s board chairman Otto Spaeth mixes art and industry in 
his new Cedarburg, Wis., office building, and he has some interesting 


‘Information for Advertisers . 


“Whereas: Current and timely creased costs of operation since the 19 early summer. The Boxing reasons for dOiNG SO ........cee cece cucuccecucucucsucuees Page 69 
statistical material is essential to earlier census years, and, pe sds aR mag Madr feo 

maintain economic Stability and to. ‘Whereas: The law under whose tor of Fight i. At diesen, also REGULAR FEATURES 

gain the national objective of an authority these censuses are taken | sports editor of True. There will Advertising Market Place ....68 Looking at Retail Ads ....... 62 

ever-expanding economy, with in- | specifies that they be taken every |be no advertising at the start. Along Media Path ........... 64 Magazine Linage ............ 11 

‘Coming Conventions ......... 55 Mail Order Clinic ............ 60 

‘Creative Man’s Corner ...... 58 CC ES ee ere 44 

‘Department Store Sales ...... 52 Photographic Review ........ 66 

FI ie cet art ay a 5d 4 6.0 9 wad 12 pe Be ee eee 12 

| Employe Relations ........... 60 Salesense in Advertising ..... 62 

‘Eye ean@ Bar Dept. .......... 58 This Week in Washington . 70 

| Getting ED Siiwsisccasd.ces 16 Voice of the Advertiser ......59 

. 68 What They’re Saying ........ 12 


Chicago Ad Women Elect 

| Edna M. Johnson, Fensholt Co., 
‘has been elected president of the 
Women’s Advertising Club of Chi- 
cago. Other officers elected are 
|Bessie Covert, Modern Hospital 
Publishing Co., 1st v.p.; Ruth J. 
Williams, Wesson Oil and Snow- 
drift Sales, 2nd v.p.; Norma Schu- 
elke, Fulton, Morrissey & Co., re- 
cording secretary; Grace R. Ator, 


PUT A 


representative for the Mary Mar- 
garet McBride program, corre- 
sponding secretary, and Marge 
Murphy, Reliance Mfg. Co., treas- 
urer. 


Coast Broadcasters Move 

The office of the Southern Cal- 
ifornia Broadcasters Assn. has 
moved to 6047 Hollywood Blvd., 
Hollywood. 
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DECALS 
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in your best advertising ideas! | 


] Identifies your dealer tells customer 


Switzer DAY-GLO Daylight Fluorescent Colors — 
“buy it here!” 


“the Brightest Colors in the World” —are up to four 


2. Boosts your brand to big traffic 
circulation 


times as bright —visible four times as far as the 

brightest of ordinary colors. That extra brightness 

can mean new attention, new impact, new sales 

for you! 

More than 4,000 Switzer licensees in graphic arts 

and other industries have voluntarily pledged them- 

selves to fill your daylight fluorescent rquirements | 


in accordance with the high standards of DAY- 3. Ties in all other advertising efforts 


at the point-of-sale 


4 Helps assure continued dealer and 
distributor cooperation 


GLO quality and workmanship. 
Write Today for Your New Color Guide! 


5 Otters ad economy The space 1s free 
Amerigan decals stay up for years 


6. American decal signs provide eye catch 
ing attractiveness- outstanding durability 


American Decal complete art and consultation service available without 
obligation. Write for full color brochure and samples. 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 ST. CLAIR AVENUE ¢ CLEVELAND 3, OHIO 
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69th of a series 


SHORTEST DISTANCE 

BETWEEN BEST 

CUSTOMERS AND 
PROFITABLE 


SALES Beeeeeeee /eeaee eee eis the Herald Tribune! Because it’s the one 


newspaper that selects the best customers in the 


New York market for you... the kind of customers 
who cut your selling costs and increase your 
profits! They’re families with higher incomes, exceptional 
savings and security holdings. They buy more not 

only because they can afford it... but also because they 

are dynamically interested in the things that mean 
better living. They’re the people who buy at all price levels 

... buy more often... buy Five Billion Dollars BIG! 

Get all the facts... now! 
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Summerfield Hopes Postal Efficiency 
Will Replace ‘Temporary’ Rate Hikes 


| 
(Continued from Page 2) | duce the deficit.” 


also turned its back. | Mr. Summerfield said the first | 
“Realizing the extent to which and deepest impression of the new 
such action would have to go,” | management is the size and com- 
the committee said, “we are not plexity of postal operations. 
recommending rate increases, but 
prefer to look forward to savings 
from better practices, policies va 
methods which will gradually re- 


“It’s truly staggering,” he said, 
“to find a government department 
which is, in effect, one of the 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


world’s largest businesses. 

“Its revenues are approaching 
$2.5 billion. It employs over half a 
‘million persons. It uses nearly 30,- 
000 government-owned or rented 
vehicles, and manages over 24,- 
000 buildings and leased quarters. 


It operates more than 41,000 of- 


fices. 
“On its 32,000 rural routes its 


carriers travel 1,500,000 miles daily. | 


During 1953 it is estimated it will 
transport and deliver more than 
50 billion pieces of mail and handle 
more than 900,000,000 special 
transactions. It pays hundreds of 


millions of dollars each year for _ 


rail, ship, airline and truck trans- 
portation and runs the world’s 
largest savings system with de- 
posits over $2.5 billion. It delivers 
mail every day to every section of 
this great country and its pos- 
sessions.” 

He said at Washington head- 
quarters he found that the man- 
agement group was required to 
preoccupy itself with a mass of 


routine reports, memoranda, cor-| 


IDA RAISBECK, copy supervisor, has been 

appointed a v.p. of Sullivan, Stauffer, 

Colwell & Bayles, New York. Miss Raisbeck, 

with SSC&B since 1947, formerly was with 

J. Walter Thompson Co. and Pedlor & 
Ryan. 
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wf |comparative cost statements and 


| analytical reports needed to give 
‘management the information it 
| must have to manage, exist in part 
‘but are not summarized and 
‘pointed up as management con- 
trols. 

“Requests for permission to take 
positive and constructive action 
in the field, even on minor mat- 
ters, are often subject to elaborate 
scrutiny at headquarters. All too 
often the answer to such a re- 
quest is in the negative and noth- 
ing is accomplished.” 

Recognizing that the most im- 
portant factor in the success of 


‘|any large enterprise is the quality 


and capacity of its management, 
Mr. Summerfield described how 
he put together “a team of tested 
executives.” 


s Mr. Summerfield described de- 


respondence, routine field person- 
nel actions, minor leases and sim- 
ilar paper “which moves like a) 
glacier from one level to another. | 
“The vital and timely facts,| 


WAVE=TY, cous, case 


NOW GIVES YOU 
GREATER 
COVERAGE 


THAN EVER?» 


‘Firat FOR YEARS 


WAVE-TV now 
TREMENDOUSLY INCREASES 
ITS SUPERIORITY! 


WAVE-TV— the only low-band VHF station in 
its area—-is now telecasting from the tallest 
tower, on the HIGHEST POINT in or near 
Louisville, on a NEW low-band channel (3), 
with a NEW transmitter with radiated power 
of 100,000 watts! Our ALL-NEW equipment is 
the most modern obtainable. 


Net result, according to FCC coverage curves: 


tailed efforts already under way to 
prepare reorganization plans for 
‘each of the department’s bureaus. 
|Under questioning, he displayed 
little interest in restoring two-a- 
day deliveries. 

“It would have been an easy an- 
'swer to quickly restore the two- 
a-day delivery in residential areas 


/and temporarily try to impress the 
/people that we have corrected the 


major faults of mail service,’ he 
said. “But let us not forget that 


‘in the process we would have in- 


CAAA 
: 


XA 


| ANTENNA! 


(shove ee ga 


me i 


Hew ALL-NEW cQUIPMENT!. 


(the most modern available) 2 


TOWER HEIGHT 


100,000 WATT: POWER! 
(up from 24,000 Watts) 


IMPORTANT THAN POWER 


100,000 watts on our new Channel at our new 
914-ft. height (above average terrain) is equiva- 
lent to 600,000 watts from our old downtown 


tower and channel! 


WAVE-TV now effectively reaches 85.5% more 
square miles 54.6% more people 
51.5% more Effective Buying Income — gives 
you far greater coverage than any other TV 
station in this area! 


Check any TV engineer for the significance of 
our new antenna, our new Channel 3, and 
our new 100,000 watts of radiated power. Then 
ask Free & Peters for all the facts on the 
vitally important WAVE-TV television market. 


WAVE =|; V— NOW CHANNEL 3 


FIRST IN KENTUCKY 


NBC 


ABC 


Free & Peters, Inc., Exclusive National Representatives 


DUMONT 


creased the deficit by $80,000,000. 
I am sure that is not what this 
‘committee and the people would 
like to have us do.” 

Among the major changes 
ahead, he said, will be the de- 
‘centralization of postal manage- 
ment to 13 regional offices. An- 
other major change will be a 
studied effort to consolidate out- 
moded rural offices and eliminate 
costly fourth class offices. 

He said a strong effort will be 
made to establish modern person- 
nel training and relations pro- 
grams, a strong accounting system 
which will provide up-to-date cost 
information, an active public re- 
lations program in cooperation 
with major mail users and a 
‘stepped up research program to 
introduce new methods and equip- 
ment. 


‘Push Tuna, Macaroni Use 


The National Macaroni Institute, 
Palatine, Ill., and the Tuna Re- 
search Foundation, Long Beach, 
Cal., will join forces this summer 
to help grocers increase sales of 
tuna and macaroni products. The 
promotion will run from June 15 
to July 31 in newspapers from 
coast to coast. Radio and televi- 


sion stations will be used also. 
J. Walter Thompson Co., Los 
Angeles, handles Tuna Research 


‘institutional advertising. Individ- 


ual manufacturers promote their 
‘own products in the macaroni 
field. 


Davis to Sutton Publishing 
Sutton Publishing Co., New 
| York, has appointed A. Jay Davis 
|district manager for Electronic 
| Equipment. Mr. Davis will cover 
the New England and Long Island 
territories. 


Johnson Joins Revlon Corp. 

Arnold E. Johnson, formerly di- 
rector of advertising and design 
with Saks-34th Street, has joined 
Revlon Products Corp., New York, 
as assistant director of merchandis- 
ing. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192- - page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet Ne. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00—it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 
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Youngsters are cautious and competent critics . . , 

weighing, comparing . . . and, finally selecting their 

preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Williams Appoints Tishman 


Frank Tishman, formerly with 
Trans-Lux Corp., has been ap- 
pointed assistant to the production 
manager at Williams Advertising 
Agency, New York. 


Emerson Promotes McAdoo 


Francis H. McAdoo Jr., v.p. in 
charge of sales and advertising, 
has been promoted to executive 
v.p. of Emerson Drug Co., Balti- 
more. 


Effective July 1, 1953 


Leslie Johnson, V.P. and Gen. Mgr. 


. 
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The QUAD-CITIES 


No. 1 Radio Station . . . WHBF 


joins the nation’s 
No. 1 Radio Network ... CBS 


- WHBF = 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery Knodel, inc. 


'e 
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‘Collier's’ New 
Setup Not Due 
to TV: Stouch 


New York, May 14—Published 
| reports that Collier’s is going bi- 


| weekly largely because TV view-| 


ing is cutting into reading time 
| were flatly denied this week by 
|Clarence E. Stouch, president of 
| Crowell-Collier Publishing Co. 
Mr. Stouch, in a letter to editors 
of New York newspapers, said he 
“wholly” disagreed with such a 


Mr. Stouch also denied that his 
company had plans to rent out 
_ whatever press time might become 
available from Collier’s switch 
| from weekly to fortnightly. “As a 
matter of fact,’ he said, “we'll be 
/using the presses as much as we 
| have in the past.” 


8 In talking with AA, Mr. Stouch 
said Collier’s move to the bi-week- 
ly field was simply to meet the 
competition. He said that Collier’s 
had spent a lot of money in recent 


years promoting newsstand circu- 


lation which resulted in only small 


| gains. “We always came back to 


view. Today Mr. Stouch told AA) 


that copies of his correction letter 
also went to certain leading mag- 
azine publishers. 

| He said that these copies went to 
the magazines on Crowell-Collier’s 
own initiative and not in response 
to any complaints from his fellow 
publishers. Collier’s, he told AA, 
has received no such complaints. 


one paramount fact: Collier’s was 
publishing too few pages in any 
issue—and no amount of promo- 
tion could overcome that draw- 
back.” 

As for television, 4e said, that’s 
only a small part of the over-all 
picture. TV, along with movies, 
autos, travel and a host of other 
diversions, keeps the nation’s read- 
ing habits in a constant state of 
change. 

“All this comes down to the fact 


N. W. AYER & 


Philadelphia, 


San Francisco, Hollywood, Boston, Honolulu 


Wranglers 


always get 


a second tumble 


Rodeo stars ride tall in the saddle with their 
Wrangler jeans, jackets, and shirts—the clothes 
that always get a second tumble. They’re 
standard equipment among the lads who earn 


a quick buck or get one. 


There are hard-ridin’ reasons why these clothes 
by Blue Bell are worn by five of the last six 
all-around world rodeo champs. Cowboys— 

and dudes, too—are heels-over-head in favor of 
the deep pockets, the western cut, and the 


heavy denim that won’t shrink. 


National advertising by our client, Blue Bell, Inc., 
rides herd on romping sales that have 
made the company the world’s largest producer 


of work clothes. 


SON, INC. 


New York, Chicago, Detroit 


OS Sc dae 


Advertising Age, May 18, 1953 


that a magazine that stays in the 
home for two weeks has more 
chance for reading than a maga- 
zine that’s dated at the end of only 
one week,” he said. 


s In his letter to newspaper edi- 
tors and magazine publishers, Mr. 
Stouch wrote: 

“I regret to be compelled to in- 
form you that I personally did not 
make the statement which was at- 
tributed to me in your news col- 
umns on Friday, May 8, regard- 
ing the effect of television on the 
reading habits of the public, a 
statement with which I wholly dis- 
agree. 

“Our reasons for making the 
change were fully explained in the 
news release we issued, a copy of 
which is enclosed for your infor- 
mation. Also enclosed is a copy of 
an advertisement which appears in 
today’s [May 11] Wall Street Jour- 
nal.” 


@ Last December Collier’s pub- 
lished some results of a survey by 
W. R. Simmons & Associates about 
the time spent by each reader with 
his magazine copy (AA, Dec. 8, 


| 52). 


TV's net effect on total reading 
time in all homes, the survey indi- 
cated, was: Collier’s, off 3%; Look, 
down 5%; Life, off 9%, and The 
Saturday Evening Post, down 13%. 

Ray Robinson, director of re- 
search for Crowell-Collier, com- 
mented that TV’s effect on maga- 
zine reading “‘has been much exag- 
gerated.” 


‘COLLIER’S’ CHANGE 


EXPLAINED TO 1,000 


Cuicaco, May 13—The story 
back of the announced changes 
in the publishing program of Col- 
lier’s has been presented personal- 
ly to more than 1,000 advertising 
executives during the past week, 
E. P. Seymour, advertising direc- 
tor of Crowell-Collier, said here 
today. Two luncheon’ meetings 
were attended by executives of 
most of the leading advertising 


/agencies in this area. 


Besides the luncheons in New 
York last week, at which the 
change to a bi-weekly and the 


adoption of a minimum size of 112 
pages per issue were announced, 
luncheon presentations have been 
made this week in Cleveland, De- 
troit, Chicago, Los Angeles and 


/San Francisco. Other major ad- 
| vertising centers will be covered 


promptly with the same technique. 


@ “We have had a most enthusias- 
tic reception for the story,” said 
Mr. Seymour. “The consensus is 
that the changes are logical, and 
will give both readers and adver- 
tisers a bigger and better buy.” 
Mr. Seymour emphasized in his 
discussion of the changes which 
Collier’s is undergoing, effective 
with the first issue in August, that 
publishing economics, and not tel- 
evision competition, is responsible 
for the decision. There have been 
changes in reading habits due to 
TV, he said, but the controlling 
factors in the decision to change 
were the need for a fatter book, 
the longer reading time per issue 
which will increase advertising ex- 
posure, and the certainty that 
newsstand sales will rise because 
of the longer life of each issue. 
Copies of the new Collier’s, 
printed in “mock-up” style to em- 
phasize the difference in bulk, have 
been distributed at the luncheons. 


Cudahy Launches Campaign 


for ‘New’ Old Dutch Cleanser 
Cudahy Packing Co., Omaha, 
through Grant Advertising, Chi- 
cago, has begun a campaign for 
“New” Old Dutch cleanser. A 
full-color page appeared in the 
Chicago Tribune on May 14, but 
the company does not wish to 
disclose its future media plans. 
Copy stresses that the new type 
of cleanser “‘sanitizes and deodor- 
izes as it cleans.” A special intro- 
ductory offer of one can for 2¢ 
with every purchase of two cans 
at regular prices is being made. 


| 
| 
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SELLING 


 SiLhY Season” 


Among newspapermen summer is known as the 
“silly season.” That’s because summer quite often 
brings out the goofiest news stories — flagpole 
sitters, diaper derbies, ‘‘Miss Pizza-Knish”’ 


and the like. 


One of the silliest summer ideas is that sales 

fall off. A look at the U. S. Commerce Department 
figures quickly disproves it. The summer quarter 
brings in 25‘: of sales just like any good 
quarter should. Some sales (like tobacco) are 


actually higher. 


A more recent fallacy is that summer is a good 


time to take a television hiatus. 


But the 36 advertisers who were on NBC-TV 


last summer actually got more for their money 


iN THE 


, st 
“Tobacco sales are higher’’ ’ pe 


than ever before. Their dollar bought 317 home 
commercial minutes. In the previous fall-winter- 
spring, $1 bought 303. One reason for the 
bargain was the increase in number of sets. 

And this summer there will be 33‘7 more than 


last, so this summer is an even greater bargain. 


We can’t hope to give you all the facts in this 
space, but we have a booklet called “The Summer 
Success of 36 NBC Advertisers.” A call or note 
will bring it to you posthaste. We believe you'll 


find it profitable reading. 


a service of Radio Corporation of America 
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The Caterpillar, cap “C”, makes - 
tractors out in Peoria, Ill. 
The barbers, plural, actually 202 
in number from the Peoria area, 
were invited to the Caterpillar 

plant to learn first hand how the 
product was put together. 


Barber’s Day, it was called. 


$0 the caterpillar 7: 


They liked what they saw. They 
talked about what they saw. 
Shave and a short course on 
what a terrific outfit Caterpillar 
Tractor is. 
And this, ladies and gentlemen, 


holds a great advertising moral... 


paeay Stee oS. ; pene baie : ae a Bs oa as ie i ek ee ee Je Res Ese 29 aS arenes, aE A; hd ae i MRE ct Bee 1ST Se rane Gat Unein gli en nie Ss aes Meee OW eee inns stehe ND thie &: ie Rete aCe eee 
Ps Soe Seige ek! deal anos s * ‘ “by ie cg pa eee BERS eT Fone i ine ees to: SCE A ain! SKS dey may ai Ae Fi ae Geno: Oe Sr ee ee & oir aa nnon Seems ce, aw 3 ke ee Care NL Sa Tg ae or Re aie tear te oo 
i er come ak ENG Bie a poe a ol pes } is a ee Le fae gag Se 2 i Sa GEAR 2 yah eee oe tea! ee a Ge. ues cS eae : Prom Be % ne at a ee Pe ee Set Ree WR Curie ata eck eye 
: 4 : tone te Ri eet eee Se a aie ee pa ae ies " ees c es a Bee wl Ve HP , : é ; 3 v =, eee & ESR ABE Spe, (ROR Ree ar Te 
Ce cab dity ? ie wee ahd q a = 5 San see ic se 4 SP yy ~ f Phas SP cs 2 " os oe * si 
pa jon eee See . ik als Th Ba ° £ 2 She Rite ee Rein aie teed ee ‘ae Panes ot ‘ Be inh oe Sioa ee ee ‘gic a4 ee Vig de Coty Rates a = ian kee 4 aes eee oe ie tt Sie ts ta Oe len” caer : 
> eRe tam : SUC) 5) te eae eee ; ‘ : Won a nes Bette Sento P i eae ae Ment) oa is” = a a a athe Aiea Lisle st ee mie at. eee ee ee oe Se MD ook eh Re il Nay 
ees ee a #1 cae) <i “ laine ae Eon ea eae ieee rs sagen x sestmraaenere =). eer ee aaa ane, gh ee aaa eye ce. Ny ie eg MM sn Sa <a oe at Pe Sree ae 
a : ’ ' ? : = s S S ‘ i ee ‘. Pe: Bae 
cae el ° — ene: : ae ; 
Hae 
. a a aT gee Tae eS a aceeatidiniinia 
{ 
§ 
i 
‘i 
r 
4 
er gaa’ 
ae | 
ee ’ 
ay 
ay 
oer: 
a 
na 
gee 
Lpee 
bs 
me eee 
oat 
he 
ree 
= ~ A 
aa 
Pite 
i , ty : - 
| — \on ' 
esi oF F 
_ z oe “ 
eee - ae is. 2 eS 
ae G “ae 
ae / 3 z | 
snes > &. * \ . 
feta T é ‘2 . hyn 
a \ ; 7 es 
: pit? la 
, ~ v 4 
)| Za (Som \ C ) 
ing a 
or y # a2 . ; 
: ee 4 7 
ees ¢ ae 
: . po . . 7 +) - 
7 <p ~*~ _" a 
. ; ER fs I 7 
ony My od } pl" fs 4 
piegts sid gh i we ye ? 
ity dias : a. we! PF C 
ret, r 4 , 4 ~ <hr % 
my ay nd ‘ oa, The —_s e 
ag ae a “ "4 
o come | we : 
5 FY ee. a Pau, ’ i 
——— is : CO cengis es 
od sae on wm 
is Py, eee - 
7 Sa . 
‘ ; - Bs <? 
5, ‘ we 
ya » 7%. 
fie: : . ee 
: aN 
at A 
ge 
ee " Plies 
a 
et 3! ES ta 29 
Nee a * 
is See 
hed ce. we 
Cela eS oe a> 
ee *% PORTS 
ee : » i ae 
i ee re a %, . 
2 
> — EA) 
pote “ 7 at ¥ 
3 - 
us Ogee | dp ts ra 
4 , an , jap nae 
4 2 A >. . 
PSY & Be * cer te 
re Bo & eS 
. gs ‘or as 
vee i. “4a See 
ae ia —SSt—S me 
Sioa = ae y ah ee > 1 
ios ey ee Me Be * 
x eS. eA 7 tf aed 4 
Ls a { nei 7h 7 ~ f 
’ : Bee a - has yeet) 
+ - 7 i 
ie os ht oe oe is 4 Ps 4 ‘ a ae Ps 
ses ¥; he *” tT a t . — rg f 
ae: ey ed soa . 7 wt 
ied be z f es ¥: Per . 
Poe ” ces 4 ie ey. 
ae $ ‘ et ae” Aare 
fons 
ne eg eS so aaa 
ine ae Z rR cad 28 
= . A . 
ee “2p ae Me 
ue = Mt ee, 
a fe < ee 
i) as ne ae m4 
‘ Paes oe 
4 Wes Piaget. 
r ‘i Me: + FF ex ¢ 
\ f eo er ; em ' 
, Sine * Z 
a! Be: ae a of / 
“n ee 
“4 . , +. 
Pig. . , Fe pe ge 
. , or p> 
tt eae S 
- 
E * 
Tapa 
ie x 2 ; . a ‘ Akg: 5 . £ ot i 5 Pi. ” ‘ ba ed oe 2 Ger 


= 


mass coverage of business management 


aid to the barber 


Suppose you were able to surround your most likely prospects with 
an ocean of favorable impressions? 


To do this, you would talk not only directly to them, but to their 
bosses, their associates, their bankers, and their business neighbors. 
You would take no chance on missing any businessman. 


If this sounds like anything new, don’t you believe it. Smart mer- 
chandisers have been doing it successfully in the consumer market 
for more than 30 years. 


It’s the proved mass technique of advertising. 


More and more business advertisers are using it. It’s simple—it’s 
sound—it’s inexpensive. What are you waiting for? 


How does it work? Like this: 


First you buy yourself a basic schedule of 12 pages in Nation’s Bus- 
iness. Why NB? Because no other business book or news magazine 
gives you sO many businessmen. Right now over 800,000 net paid 
ABC. A page a month, exposed for a full year to this audience mul- 
tiplies out to 9,600,000 mass advertising impressions. 


What will it cost? $35,640. In terms of value—$3.71 per page per 
M. That’s the beauty of true mass coverage. It has to be economical. 


Why don’t you try some today? 


BEE PR caren 
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“And just who do you think you are—not taking a coffee break?” 


Se a 


Advertising Age, May 18, 1953 


Rough Proofs 


Monsanto Chemical Co. has ap- 
pointed Needham, Louis & Brorby 
to handle All, but it is to be noted 
that this doesn’t mean all of the 
account. 


a. a * 
; Nye Bevan, ex-Labor health 
> aia minister, tells British admen ad- 
Las vertising is one of the most evil 
elements in an evil society. 

A society, that is, where the gov- 
ernment doesn’t make all of your 
decisions for you from the cradle 
ito the grave. 


Foye 


Joe Palooka and L’il Abner seem 
to be having quite a tussle, but 
it is safe to say it won’t impair the 


—Electrical Merchandising 


popularity of the belle of Dog- 


The Censuses Are Vital 


A month ago AA reported that hearings before the House appropri- 
ations committee indicated that the Bureau of the Census was going 
to have trouble getting the money it needs to take the 1953 censuses 
of business and manufactures. We were right, unfortunately. The 
House committee decided to eliminate the appropriations for these 
censuses entirely. 

If you are one of those who are inclined to say, “So what?” to that 
news, the answer is “So plenty.”” Marketing men need those census 
figures. and they need them badly. They are not some sort of frosting 
on the cake or work project designed to keep worthy bureaucrats 
from having to sleep in the park. They are absolutely vital bench 
marks upon which all marketing studies depend. 

A good many management men, and marketing and advertising 
men, too, perhaps, are never conscious of coming close to a census 
statistic. As a result, they may have the feeling that censuses are fine 
for statisticians, or for people in some other business, but they are 
of no importance to the advertising man or the marketing or sales 
man. 

It takes only a moment’s reflection, however, to realize that it 
would be impossible to determine salesmen’s quotas with any science 
at all, without some basic figures relating to the potential volume of 
business. It would be impossible to allocate advertising costs to terri- 
tories without some information from the population and other cen- 
suses. It would be impossible to determine the per cent of retail dis- 
tribution of a product without knowing how many retailers of that 
product there were, and this information is available only from cen- 
sus material. 

Of course, much of the material which is actually used in marketing 
is not raw census material; it is refined or processed. But without the 
basic bench marks which the nose-counting operation of the Bureau 
of the Census provides, it would be impossible to gauge the accuracy 
of any of this material. 

It seems idiotic that business should have to defend census requests 
from the meat axe of thoughtless legislators, but it is too obviously 
true that such defense must be continuous and vigorous. 

The real and continuing interest of business in census data should 
be made known to members of Congress, and particularly to the 
Senate committee headed by Sen.-Styles Bridges, where the census 
appropriations will have to be rescued from the wastebasket into 
which the House appropriations committee threw them. 


Here’s Where Worry Actually Helps 


We are beginning to suspect that the reason there has been no 
postwar recession in American business is that everyone was sure 
there would be one. And this is not intended as a facetious crack. 

Disaster seldom seems to strike when everyone is prepared for it, 
and the reason is very largely that the preparation itself negates the 
power of the potential disaster. 

In this sense, then, the continuing concern of the American econo- 
my and of American business men with the outlook for the future, 
and the constant feeling that things are likely to get worse before 
too long, is the best possible insurance against any serious crack in 
the defenses against depression. 

It may not be pleasant to be constantly on the alert for disaster, 
but it is far more pleasant to be anticipating disaster and not meet it, 
than not to anticipate it and run head-on into it. 

Anticipating something going wrong is particularly useful if such 
anticipating involves intelligent planning to counteract the anticipated 
difficulty. When we foresee clearly what might happen, and do our 
best to forestall or mitigate the unpleasant effects of such a happen- 
ing, we are practically guaranteeing that nothing very serious will 


happen at all. 


What They're Saying | 


patch, Daisy Mae. 
oF 


Ben Duffy’s remarks to the 
NNPA, to the effect that reading 


Challenge for Direct Selling 

If direct selling is to maintain 
and strengthen its public respect, 
and support, all factors in the in- 
dustry must assume the moral re- 
sponsibility of striving for high 
ethical practices and in combating 
bad practices. Failure on the part 
»f even a small minority to adhere 
to the proprieties of field selling 
brings the method of selling into 
disrepute and invites retribution. 
I am sure that you share my con- 
viction that keeping this minority, 


promotion copy is a must, seems to 
qualify him without question as 
the correct choice for the promo- 
tion managers’ patron saint. 


a young lady who was preparing 
a college thesis on management 
duties. The first thing she asked 
me was what I did all day. That 
was certainly a fair question but e 
I am afraid in her estimation my 
answer put me at the bottom of 
the class. The more I thought about 
it the more I was impressed by the 
fact that in the executive area 
there is no fixed procedure, no 
precise pattern, no yardstick of 
performance that can be counted o 
and measured. 


Connubial bliss seems to be one 
of the objectives of that maker of 
crumbless pretzels, who insists you 
can eat Pretz-L Nuggets in bed 
without objection from your better 
half. 


Barney Google’s Spark Plug is 


whose practices discredit direct | What did I do in any given day? 
selling, to the irreducible minimum | 4" electrician or a painter could 
is an obligation which all in direct |@ve given a ready answer but 
selling must jointly assume. It re- C€rtainly I could not, and I am 


America’s best known race horse, 
says Puck—The Comic Weekly, but 
then Spark Plug has been around 
a lot longer than any of the others. 


quires the unceasing and uncom- | @fraid that did not increase the 
promising efforts of all so that the | 
public will know, from its own) 
first hand experience, that it can | 
do business with the man who sells | 
door to door with full confidence of | 
getting fair and honorable treat- | 
ment. 

It appears to be the general 
opinion of competent observers 
that in the near future sales ex- 
ecutives will be called upon to 
assume greater responsibility than 
ever before. Not long ago, Fortune 
magazine predicted that, when our 
defense production tapers off, it 
will be necessary to raise the 
American standard of living by 
30% if this nation is to maintain 
its present rate of production and 
employment. The only way to raise 
the standard of living is through a 
wider distribution of more of the 
necessities and good things of life 
to the public. It will be the respon- 
sibility of you gentlemen to assist 
in selling these goods to the pub- 
‘lic but the public will not heed 
your sales message unless it has 
| confidence in your integrity. The 
‘responsibility of direct selling com- 
panies to conduct their activities 
along ethical lines, therefore, be- 
‘comes not only a matter of en- 
lightened self-interest but a matter 
‘of national significance. 


—From an address by Kenneth B. 

Wilson, president of National Better 

Business Bureau, before the National 
| Assn. of House to House Installment 
} Companies, in New York. 


! 
| 
| 


What Does an Executive Do? 

It seems to me that the attributes | 
that make a successful executive 
are found more than anywhere 
else in the intangibles. A job anal- 


_ysis, useful enough in other areas, | 


falls down completely in apprais- 
ing executive potential. In that 
connection I remember with some 


embarrassment a visit paid me by | 


_ the realization that this gift prob- 


stature of executives in the mind ° 


of my young visitor. Perhaps many 
of you could do better than I, but; Old-fashioned journalists used 

am inclined to doubt it, and to to settle their controversies by 
conclude that the difficulty of de-| Shooting on sight, but American 
scription merely emphasizes the| Legion Monthly demonstrates the 
imponderables that make up the | modern idea by challenging a com- 
executive’s daily chores. |petitor to a duel with ABC state- 


| 


—Crawford H. Greenewalt, "rpeaking| ments at 20 paces. 


E. I. duPont de Nemours, speaking 
before the Executives Club of Chicago, | e 
May 1. | 
| “Color or not, Starch finds men 
A Small Annoyance ‘don’t pay much attention to food 
The baseball season...is bring- | @dvertising.” 

ing with it a small annoyance...| About all they really pay atten- 
[which] has to do with the manner | tion to is, “Come and get it.” 

in which cigaret companies which | 
sponsor the broadcasts of these 
games report on their commenda-|_ Since Art Nielsen says the guess- 
ble philanthropies. We no sooner! timates of business executives are 
settle ourselves comfortably to right only a little more than half 
listen to or watch (via TV) a game, |the time, maybe they ought to be 
than the announcer tries to get us| replaced with those marvelous new 
to think: “And there goes another | electronic computers. 

one thousand cigarets to a 
Now this kind of remark won't let | ° 
us alone. We are always compelled | 
to stare into space and painfully | 
divide 1,000 by 20 and that quo- 


Jim Proud says admen are really 
social engineers, which means that 
tient by ten to find out that it ” make es a Setter world all they 

: . need is an accurate blueprint and 
means five cartons—a unit of! 


measure with which we are famil-| ® Hberel appropessien. 


iar. € 

Our satisfaction at solving this 
for us advanced mathematical 
problem is somewhat tempered by 


Howard H. Monk & Associates 
reminds you that when you are 
advertising a product, you are not 
addressing a grandstand, but a 
parade. 

Red Motley rises promptly to 
second the motion. 


ably cost the manufacturer one 
hundred and eighty-three cents, 
or—as we are to our embarrass- 
ment accustomed, in our backward 
way, to saying—a dollar eighty 
three. We hope this trend will stop. 
We'd hate to hear an announcer 
say, “And there goes one million, 
three hundred thousand closely 
packed strands of tobacco to___.” 
We'd be lost. 


—The Pleasures of Publishing, May, 
1953, published by Columbia Univer- 
sity Press, New York. | 


Art directors are hoping the an- 
nouncement of Foote, Cone & Beld- 


in newspaper ads for S & W Fine 
Foods won't give the boys at the 
drawing boards any wrong ideas. 


Copy Cus. 


ing that they are using loose art © 
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7 MAKES ADVERTISING PAY BETTER AND BETTER IN 


‘| DELAWARE VALLEY, U.¢.A 


: , THE GREATER PHILADELPHIA MARKET 


he 


SL hs.ts ate! 


RETAIL SALES 


Philadelphia area 
Over 4 billion dol- 
ars yearly 


POPULATION 


Philadelphia area, 
over 4,500,000 


persons 


ani 
of é 
ou 


Sg 


Delaware Valley is 
World's Greatest 
Industrial Area 


od 


Lan. The first four dimensions place Delaware Valley front and center in today’s sales 
'e Te eae aly picture. Large and small industry spends 11 billion dollars on expansion here. 
e Iu 114 million families earn more, buy more. Looking ahead, there’s the “5th Dimen- 
tes we La Mates sermeron sion” —the growth factor—that means higher future sales at Jower cost in Delaware 
& fmol seowsrnt\, esate. Valley. Vital to this Valley advance, THE PHILADELPHIA INQUIRER makes adver- 

Ve tising pay better and better for more and more advertisers each month! 


The Philadelphia Mnguirer 


Constructively Serving the World's Greatest Industrial Area 


Now in its 20th 

Consecutive Year of Total 

Advertising Leadership 

in Philadelphia ! 
an- 
Id- 

art © 
‘ine 
the 

eas. Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838, EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 

SUB. Penobscot Bldg., Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 # 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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upermarket study shows 


FULL SHELVES INCREASE 
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HOW DOES YOUR PRODUCT LOOK IN FOOD STORES? Is it Here’s a half-stocked shelf. This is where you miss out on 
kept fully stocked on shelves all week, especially on week- split-second decisions. With about 4,000 items to choose 
ends when big stores do up to 70% of their total weekly from, shoppers by-pass shelves like this in favor of fully 
sales? Products tested averaged 23% increase with ‘‘full stocked sections. 


shelf” stocking. 


WY 


Danger point. Especially on lower shelves below waist-level Here your product is ‘‘out of stock’’ and you're out of business 
where “out of sight is out of stock’’ — even though distribu- in this store until next delivery (if dealer remembers to order). 
tion checks show store carrying your product. The average store gets delivery only once a week. 
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| SALES AS MUCH AS 74% 


“Full Shelf” tests reveal huge 


sales opportunities for manufacturers... 


point the way to licking 


the“ out-of-stock” problem 


Full stock of a product in its normal 
place on the dealers’ shelves, main- 
tained to capacity all week long, 
will increase sales to a startling de- 
gree. 


Tus is the fundamental, potent fact 
developed by the editors of PROGRES- 
SIVE GROCER in a study that shows 
that “Full Shelves Mean Full Volume”. 
This may well be one of the most im- 
portant merchandising research proj- 
ects PROGRESSIVE GROCER has 


ever conducted. 


Tue study started solely as an editorial 
project — planned as are all of PRO- 
GRESSIVE GROCER'’S editorial ef- 
forts, to find ways for the alert retailer 
to improve his business. But it soon be- 
came apparent that the findings were 
of vital interest to manufacturers as 
well. For “Full Shelf” stocking not only 


offers manufacturers a most basic, ef- 


24% of the stores . . 


THIS IS THE PROGRESSIVE GROCER MARKET 


78% of U.S. grocery business 


fective method to increase sales — but 
it strikes at the heart of one of food 
distribution’s biggest problems 
“out-of-stock”. 


Ix “Full Shelves Mean Full Volume” 
normal sales in well run stores, which 
kept their shelves in normal, good con- 
dition, were compared with sales made 
when the same shelves were stocked 
to capacity and kept that way all dur- 
ing the week. Simple as this procedure 
may sound, it turned in amazing results. 


Saces increases ranging from 14% to 
74%, achieved through such a simple, 
basic approach, point up the tremen- 
dous sales opportunities existing for 
manufacturers who take the initiative 
to capitalize on the “Full Shelf” idea. 


y 
Y ov know and we know that the out- 
of-stock problem will never be licked 
entirely, Nor will all retailers ever keep 


As of January 1953 


s LLI 
e329 ae msehieer bs a Ke vi th New York, 161 Sixth Avenue, Algonquin 5-2100 
43.8°% of sales. ; of sale NB P| Chicago, 111 N. Wabash Avenue, Central 6-3070 


a product's shelves fully stocked at all 
times. But we do think that the infor- 
mation we have on this will help you 
cope with these problems far more suc- 
cessfully. 


A phone call or a letter to the nearest 
PROGRESSIVE GROCER office will 
bring you this information promptly. 
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HERE’S HOW “FULL SHELF” 
STOCKING INCREASED SALES 


: Sales 
Commodity Increase 
Comme sr. st tiues aa 


| 

| 

| 

| 

| 

| 
Frozen Foods ... . . 51.2% | 
Paper Products. . . . . 146% | 
Packaged Soap. . . . . 16.1% | 
Cigarettes ...... 145% | 
Canned Beans . . . . . 14.1% | 
Dentifrices . . . . . . 376% | 
Shampoos ..... . 43.5% | 
Baby Care and First Aid. . 74.0% | 
Average . . 22.7% | 
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Text Offers Scripts 
for TV Workshops 


| NEw York, May 12—Two years 
ago, Rudy Bretz and Edward Sta- 


The ELKS 
is UNMATCHED 
in GROWTH 


Of the 5 fraternal ABC magazines hav- 
ing more than 700,000 circulation, The 
Elks had the greatest circulation gain 
for the 3 years ending June 1952. 


“The Television Program,” which, 
according to A. A. Wyn, the pub- 
lisher, has already been adopted as 
the standard text by 50 colleges 
and universities. Now, they have 
issued a sequel, “Television Scripts 
for Staging and Study” (A. A. 
Wyn, $4.95), which promises to be 
as successful as their first collabo- 
ration. 

| Designed specifically for the stu-| 
dent director and producer, the 
_book provides detailed analysis of 
/a number of commercial TV’s most 
successful recent productions, plus 
eight royalty-free scripts and for- 
_mats for student televisors to work 
on. In addition, there is a well-| 
diagrammed section on techniques 
of pictorial composition and the 
creative use of cameras, together 
|with a glossary of TV terms and} 
standard script marking symbols. | 
| The text is clearly written and) 
the illustration is good, especially | 
in the scripts themselves, where 
actual production shots have been 
dubbed into the margins. 


LINAGE INCREASE! 


The Elks Magazine added more linage 
in 1952 over 1951 than any of the 11 
other leading monthly magazines in the 
fraternal, outdoor and general groups. 


Zhe 


MAGAZINE 


New York ¢ Chicago ¢ Detroit ¢ Los Angeles 


‘Pride Names Aitkin-Kynett 


Pride Inc., Philadelphia manu- 
|facturer of canned dog food, has 
| appointed Aitkin-Kynett Co., Phil- 
_adelphia, to handle its advertis- 
| ing. 


| 
| ‘Chronicle’ Boosts O'Flaherty 


William F. O’Flaherty has been | 
| promoted from the retail advertis- 
|ing staff to the national advertis- 
ing staff of the San Francisco 
Chronicle. 


sheff came out with a textbook, 


KWKH delivers 
22.3% more listeners 
than all other 

& Shreveport stations 
combined—for 55.8% 


mee of their cost! 


Compare KWKH’s total Average Daily Audi- 
ence with that of Shreveport’s four other sta- 
tions combined, and you find KWKH is still 
out in front by more than 22%! Yet KWKH 
costs 44.2% less! 


These audience figures were compiled from the 
new Standard Station Audience Report—the 
more conservative of the two audience studies 
made in this area in recent years. 


You know the reasons for this superiority— 
balanced programming, nationally-famous local 
shows, outstanding public service, big, expe- 
rienced staff, 50,000-watt, Clear-Channel 
reception. 


Write direct or ask your Branham Company 
man for the whole KWKH story. 


50,000 Watts ¢ CBS Radio 


KW KH 


A Shreveport Times Station 
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SHREVEPORT LOUISIANA 


Co oe 


| KWKH — orners | 


COST 


| KWKH  orners | 


LISTENERS 


The Branham Company, Representatives 
Henry Clay, General Manager 


Advertising Age, May 18, 1953 


Getting Personal 


Another Chicago adman who will take in the coronation in Lon- 
don next month is Hugh G. Blakely, advertising director of Exten- 
sion Magazine. With Mrs. Blakely he sailed from New York May 13. 
After the coronation they will tour Europe, and are scheduled to 
have an audience with the Pope in Rome early in July... 

Arthur T. Lougee, art director of publications for Ford Motor Co., 
received the 1953 award as art director of the year from the Nation- 
al Society of Art Directors at the awards dinner for the fifth annual 
exhibition of Detroit advertising art on May 13. He’s a past president 
of the Art Directors Club of Detroit... 

Sam Hall, salesman at KXOK, St. Louis, passed around cigars 
when he announced the birth of his first child—a girl—on May 1... 
While they were in Hollywood, recently, Benedict Gimbel Jr., presi- 
dent of Philadelphia’s Station WIP, and Mrs. Gimbel were guests 
of honor at parties given by the Bob Hopes and Joan Bennett... 


R. Del Dunning, merchandising director of Moser & Cotins, Utica, 
N. Y., is out to prove that business and pleasure mix. He’s on a 
king-size busman’s holiday studying developments in retail mer- 
chandising in the Southwest and on the Pacific Coast... 


NOW HE’S HOME—B-29 crew members including Mitchell Lachman (standing, cen- 
ter) based on Okinawa are shown reporting a strike after participating in the 500th 
mission of the 307th Bomb Wing since the beginning of the Korean War. ‘Mitch,’ 
who was standardizotion radar man and public information officer for his wing, is 
back at work in the public relations department of Bozell & Jacobs, Chicago. 


Bernie Barth, administrative assistant at WLW television sta- 
tions, acquired a new broadcaster not along ago, when Mrs. Barth 
gave birth to a seven-pound, 15-ounce daughter at Christ Hospital, 
Cincinnati. .. 

Two Hartford publishers, Francis S. Murphy of the Times and 
John R. Reitemeyer of the Courant, have been named to the Hart- 
ford area Mental Health Week campaign committee. And first chair- 
man of the new Connecticut committee of the National Society for 
the Prevention of Blindness is Stanley F. Withe, ad manager, Aetna 
Life Insurance Co... 

Alexander D. Coan, assistant to the media director at Calkins & 
Holden, Carlock, McClinton & Smith, New York, married Betty 
Ellen Woodcock of Philadelphia in Germantown, Pa., on May 16... 
Ed Hoffman, v.p. of Burke Dowling Adams, Montclair, N. J., and 
Mrs. Eoffman made a tour of Scandinavia and other parts of the 
continent recently... 

Gene Corcoran, president of the Branham Co., publishers’ repre- 
sentative, is now a colonel on the staff of the governor of Kentucky. 
Gene has long promoted the Bluegrass state as representative of 
the Louisville Courier-Journal and Times... 

John W. Dargavel, executive secretary of the National Assn. of 
Retail Druggists, attended the Kentucky Derby in Louisville May 2, 
and was one of those gifted with sufficient foresight to bet on Dark 
Star, the winner at 25 to 1.. .Sylvester L. Weaver, vice-chairman of 
the board of directors of NBC, will talk on “Radio and Television 
in the Future” at a dinner meeting of the Economic Club of Chicago 
June 15. This will complete the club’s schedule of discussions of 
mass communications. .. 

BBDO’s president, Ben Duffy, guested on the Margaret Arlen 
television show May 7...F. Bourne Ruthrauff, Ruthrauff & Ryan 
v.p., is chairman of the advertising, publishing and printing group 
for the Greater New York Fund’s 1953 campaign... 

John F. Mayer, v.p., director, and media director of Street & Fin- 
ney, New York, retires June 1 after 50 years in the agency business, 
the last 25 with Street & Finney... 

AA’s executive editor, John Crichton, got the month of May off 
to a good start. He took himself, Mrs. Crichton and three of their 
four children to Bermuda for a week...Agency president Irwin A. 
Vladimir is back from Venezuela after making arrangements for 
his clients to participate in the opening of the first commercial TV 
station in Caracas, which starts broadcasting this month... 

George J. Allan of J. P. McKinney & Sons, Jack D. Tarcher of 
Cecil & Presbrey and agency president Maxwell B. Sackheim are 
the three advertising and publishing chairmen for the United Jewish 
Appeal’s 1953 drive. ..Lever Bros. president Jervis J. Babb cut the 
first of 1,244 pieces of cake—one for each employe—when Lever 
House celebrated its first birthday April 29... 

William H. Weintraub agency’s v.p. David Carr is off to Europe 
for a three-week trip. ..Edward G. Gerbic of Johnson & Johnson 
and Coca-Cola’s Felix W. Coste have been reappointed volunteer 
coordinators for the Ad Council’s civil defense and better schools 
campaigns... 
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Blue Collar Bette is young, married 
(to a plumber), has young children. 
Call her a VIP? But, yes! 

(Seen a plumber’s bill recently? ) 
Very Important Purchaser, indeed. 


Her millions of sisters are married C i | S 
to carpenters, bricklayers, garage mechanics, a 4 ia e Oo a r e t t e 
and millions of other workers who 


use the tools of American capital. 


These are the nation’s blue collar families — 


the wage-earning families. And the wives 


who shop for these families are spending 
more, using more, buying more — 


more than ever — of the products you make. 


Bette is no big tipper — but, brother, she’s 
the biggest spender you've ever seen. 


- She’s a cyclone in the supermarket, 


Pie 


a pushover-purchaser in Macy’s and all 
stores West. And she never had it better! 


Frankly, we love her. And you'd love her, too, 
if she spent as much money on your product 
as she does on ours (a cool $2,000,000 

a year), making TRUE CONFESSIONS 

America’s second largest selling 


magazine at the newsstands. 


She buys TRUE CoNnFEssions at the rate 
of 1,700,000 copies a month, while at 
the same time she by-passes the big 
weekly and women’s service books. 
Only 10% of TRUE CONFESSIONS’ q 
2,000,000 women readers read the largest of the 
Service Magazines (LADIES’ HOME JOURNAL ) 


and only 13% read ire. (Starch). 


Just because TRUE CONFESSIONS is 

Bette’s kind of magazine (all right, 

your wife never, never reads it) 

don’t overlook her monumental 

buying power, don’t forget that she buys 
the bulk of the nation’s goods. 


TRUE CONFESSIONS, 1,700,000 guarantee] 


Fawcett Women’s Group: | 
True Confessions * Motion Picture 
2,600,000 guarantee 


New York * Detroit - Chicago + Los Angeles + San Francisco 
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Cuba Plans ‘More 
Sedate’ Promotion 


to Lure Tourists : 


Havana, May 12—A complete re- | 
vision of the public relations pro-| 
gram as well as a more sedate ad-| 
vertising program is being planned | 
by the Cuban government in an 
all-out effort to attract the tourist | 
dollar. 

Conrado W. Massaguer, recently | 
appointed director of public rela- | 
tions and advertising for the Cu-| 
ban Tourist Commission, said the | 
island’s ad budget is still being 
prepared but revealed that news- 
paper ad schedules will be in- 
creased this year. 

Instead of large newspaper ads, 
the commission will use smaller 
ads with greater frequency. The 
Miami market will get a good} 
share of the attention but ads will 
also run in other major cities. Mag- 
azines will also be used. 


es “All our printed literature,” 
Mr. Massaguer said, “will get 
away from that old wine-women- 
and-song theme. Our folders and 
brochures are being junked in fa- 
vor of new ones which I am now 
designing. 

“They will sell Cuba in the way 
the country should have been pro- 
moted. By that I mean calling 
attention to the historical cities 
in the country; the excellent fish- 
ing that can be enjoyed; the beach 
facilities, including Varadero, con- 
sidered the finest in the world; 
playing up the cigar industry; the 
sports and entertainment centers 
and dozens of other points of fo- 
cal interest to appeal to the tour- 
a.” 

One proposed folder will feature 
a map showing the country’s fish- 
ing spots. It will be prepared 
by Ernest Hemingway, Cuba’s 
staunchest booster. 


s Another series of brochures or 
pamphlets will feature celebrities. 
One of these will be on the cigar 
industry, and a characteristic pic- 
ture of Winston Churchill with a 
cigar clenched between his teeth 
will be used on the cover. Another 
will single out individuals like 
Irenee du Pont, who spends an 
average of five months a year in 
Cuba. 

“For the first time,’ Mr. Mas- 
saguer added, “we are going to try 
to reach the school children of 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenve, Chicago, III. 
New York Office: 55 West 42nd Street 
los Angeles Office: 1127 Wilshire Blvd 


the United States. We are prepar- 
ing a factual history of Cuba that 


/will be printed in color in pam- 
|phlet form for distribution in the 


public schools... We want them to 
know our country.” 

Wendell P. Colton Co., 
York, is the agency. 


New 


Phil Lesly Moves in N. Y. 


Philip Lesly Co., Chicago, pub- 
lic relations company, has moved 


NBBB Names 2 Agency Men 

| Two admen, Robert E. Healy, 
vV-p. and treasurer of McCann- 
Erickson, and William E. Steers, 
/executive v.p. and secretary of 
Doherty, Clifford, Steers & Shen- 
field, have been elected to the 
_board of directors of the National 
| Better Business Bureau. 


Bartholomew Ad Agency Bows 
Bartholomew Ad Agency has 
been opened in Boston, N. Y., a 


its New York branch into larger Buffalo suburb, by W. Erie and 


quarters at 424 Madison Ave. | Betty Bartholomew. 


Knitking to Leonard Wolf 
Knitking Cuorp., New York, has 
appointed Leonard Wolf & Assoc- 
iates, New York, to handle its ad- 
vertising. Introduction of Knit- 
king, a new precision knitting 
instrument imported from Switzer- 
land, wiil begin in newspapers 
and on radio in Hartford soon. 


Advertising Age, May 18, 1952 


Radio, TV Production Rises 

A total of 2,259,943 television 
sets and 3,834,784 radios were 
manufactured during the first 
quarter of 1953, according to the 
Radio-Television Manufacturers’ 
Assn., Washington. In the same 
period of 1952, a total of 1,300,000 
TV sets and 2,300,000 radios were 


made. 


Martin Joins Loudon Agency 
Norman Martin, formerly with. 
Sanborn Co., Cambridge, Mass., 
has joined the art staff of Henry 
A. Loudon Advertising, Boston. 


KSTL, St. Louis, Moves 
KSTL and KSTM-TYV, St. Louis, 
has moved its executive and sales 


_offices to the Buder Bidg. 


Transients 


The Management Man has become the real 
_migratory worker of the U.S. Today so_ 


hat a new breed of permanent transients: | 


being created. Here, 


» 
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Advertising Age, May 18, 1953 


Appoints Fred Gardner Co. 
Huntley-Withington Ltd., New 
York, importer and exporter, has 
appointed Fred Gardner Co., New 
York, to handle its advertising. 
Plans call for direct mail, and do- 
mestic and foreign publications. 


Mary Weaver Joins Meltzer 

Mary Weaver, formerly with 
Campbell-Ewald and with Fletch- 
er D. Richards Inc. in New York, 
has joined Richard N. Meltzer Ad- 
vertising, San Francisco, as copy 
chief. 


Chapman Joins Chambers Inc. 

Lloyd G. Chapman, formerly 
sales promotion manager for Gen- 
eral Paper Corp., Pittsburgh, has 
been appointed account executive. 
on consumer and industrial ac-! 
counts with W. Craig Chambers. 
Inc., Pittsburgh. 


Hale to Reinhold Publishing 

A. Stewart Hale has joined the 
Chicago office of Reinhold Pub- 
lishing Corp., New York, as dis- 
‘trict manager for Materials & 


| Methods. 


RCA, DuMont Gain 
in Sales: Color TV 
Seen Long Way Off 


New York, May 12—Radio Corp. 
of America’s first quarter sales this 
year jumped to $208,007,533 from 
$163,871,331 for the first three 
months of 1952, David Sarnoff, 
board chairman, told stockholders 
here last week. 

This gave the company a net 


profit of $9,293,141, compared with 
$7,076,520 for the first quarter of 
1952. 

Mr. Sarnoff said this year’s total 
was boosted by “increased sales of | 
TV receivers and transmitters and | 
government equipment, as well as 
the new business of home appli- | 
ances, which the corporation has 
added to its line of merchandise.” 

The new RCA Estate line of, 


ranges is going very well and pro- | 


duction is being expanded to keep 


WHO ' S MOVING? The executive who casts his lot with the big 


corporation is kept moving from job to job, city to city, spurred on by the illu- 
sion of progress. In Fortune’s May issue, ‘“The Transients”’ starts a closeup ex- 
amination of the kind of lives America’s rising executives lead and the problems 
they encounter. You will find yourself or those you know in this group portrait. 


WHAT ' S MOV ING °? “Plenty of heating equipment,” says Edward 


P. Pearsall, Director of Advertising for Prat-Daniel Corporation. 


“Fortune pulls lots of high-quality inquiries. One recent Fortune inquiry 


resulted in a $16,000 sale. 


“Our distributor organization is enthusiastic about the results Fortune brings : i : ; | 
in. One distributor averages 10 good inquiries a day . . 


has appeared.” 
Your advertising deserves Fortune. For proof of our statements, ask your 
Fortune representative. Or —write Fortune Magazine, 9 Rockefeller Plaza, 


New York 
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up with the demand for room air 
conditioners and dehumidifiers, 
the RCA chairman said. 

When a stockholder raised the 
question of the imminence of color 
TV, Mr. Sarnoff predicted that it 
is at least a “couple of years off.” 
He added that he expects color- 
vision to be here “long before 3-D, 
in my opinion.” RCA, he said, will 
petition the Federal Communica- 
tions Commission for approval of 
its compatible color TV system 
within the next few months. 


@ Meanwhile, in Clifton, N.J., 
another group of stockholders got 
a less optimistic report on the 
progress of color television. Dr. 
Allen B. DuMont, president of the 
manufacturing company which 
bears his name, said it will be a 
“long time” before a commercially 
practical system of color TV is 
approved. 

Dr. DuMont said his company’s 
engineers are still not satisfied that 
the color television system devel- 
oped by an industry committee is 
“right” for the public. (RCA is 
said to be using the same basis 
standards for its system.) The cost 
of the cathode-ray color tube is 
still too high and the system too 
complex, he said. 


® He hinted that DuMont will 
demonstrate a compatible three- 
dimensional color FV system by 
the end of the year. He said 3-D 
b&w receivers would cost less than 
color sets—between $600 and $700 
for a 17” receiver. 

On the question of business pros- 
pects, Dr. DuMont’s thinking was 
in line with that of RCA. He pre- 
dicted that DuMont’s sales will go 
over the $100,000,000 mark this 
year—thanks to the lifting of the 
freeze on video stations and gov- 
ernment orders. 


Daniel Made ‘Times’ Publisher 


David R. Daniel, general mana- 
ger of the Hartford Times, Gan- 
nett afternoon daily, has been 
elected publisher. He _ succeeds 
Francis S. Murphy, retiring editor 
and publisher. Mr. Daniel, who 
joined the newspaper in 1916 as 
an advertising runner, will choose 
the new editor. 


Pitman Joins Julian Gross 

Theodore B. Pitman Jr., form- 
erly radio and television director 
with John C. Dowd Inc., Boston 
and New York, has been appointed 
v.p. in charge of radio and TV 
with Julian Gross Advertising 
Agency, Hartford. 


Y PIONEER 
Balloons 


Little feet walk farther to 
the shoe stores that give 
balloons! And the kids 
drag along their parents, 
America's original “Captive Audience.” 
In any promotion don't forget that there's 
money in Sonny — and Susie, too! Your 
sales message on PIONEER Qualatex 
“Floating Billboards’ not only advertises 
but se//s your product. 

PIONEER balloons as package inserts, 
tie-ons or self-liquidators pep up sales 
any product! Printed in non-fading, crack- 
less pigments, gorgeous colors. Our Ad 
Service Department gives 
you ideas, samples, im- 
print information. Write » 
to The PIONEER Rubber 
Company, 108 Tiffin Road, 

Willard, Obie, 
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No other advertising medium can begin to give you the market penetration of 
Booth Michigan Newspapers. 413,923 ABC daily net paid in a market com- 
prising over a third of all the State! 


In Grand Rapids and Kent County, the Booth-published Grand Rapids Press 
has a circulation over twice the combined circulation of four leading national | 
magazines. The same relative situation is found in the seven other Booth 
Newspaper Markets. 


~ 


Oo 


Maximum dealer identification and tie-in copy, dominant brand name selling, 
large, dramatic package identification (so important in today’s self-service 
shopping) are all increased through Booth Newspaper advertising. 


Your Booth man will welcome the opportunity to work with your sales manage- 
ment, agency or regional sales offices in developing for your products a more 
active and profitable Michigan market. Use the phone numbers below. 


A. H. Kuch, be a E. ae ee 
For latest market folder, call— ~~ Woot New York Chicago a tee 
Murray Hill 6-7232 1- 


FLINT JOURNAL »* KALAMAZOO GAZETTE ¢ SAGINAW NEWS 
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“YOUR MICHIGAN MARKET OUTSIDE OF DETROIT’ 
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Action 


you get 


in the Oregon Country 


' when you use Portland's 


ONLY home-owned newspaper 


Get all the facts from 
REYNOLDS-FITZGERALD, Inc. 


the JOURNAL 


Member Metropolitan Comic & Pacific Sunday Magazine Groups 


New York, May 12—By-prod- 
ucts sometimes become more valu- 
able than the original product 
from which they are developed. 

This may prove to be the fact 
in the case of “Candid Camera” 
and “Candid Microphone,” which 
started as an entertainment medi- 
um and are currently being devel-| 
oped into an “exceedingly accu- 
rate” merchandising and training 
device. 

“No merchandising tool is as ef- 
fective as actual, off-the-record 
statements of a satisfied customer,” 
said Allen Funt, originator and 
producer of candid recordings and 
films. 

“Candid film is a dramatic mer- 
chandising and sales training 
tool,” he told the Merchandising 
| Executives Club here. 

So far, six leading manufactur- 


The Los An geles 
Daily News 


On Monday May 4th the Daily News re- 
sumed publication of its morning edition with 
complete news, sports and market coverage. 
Street sale price of the Daily News both 


into the 


morning and afternoon became seven cents 


instead of ten cents. 


For 25 years the Daily News has been a 
constructive force in Los Angeles. It is an 
independent newspaper, fearlessly published 
for independent people. It has never manu- 
factured a “cause” or “crusade” but has always 


vigorously exposed grafters, corrupters. 
In presenting each day the greatest galaxy 


ae Ny 


morning field 


of 37 of the nation’s top news analysts, colum- 
nists and feature writers, the Daily News 
reaches a substantial segment of the 3rd largest 
metropolitan market in the United States. 

Because of the convenient size and format 
of the Daily News, it develops a high and sus- 
tained reader interest and correspondingly 
effective advertising response. 


@) Daily Hews 


An Independent Newspaper for Independe-t People 


Represented by Jann & Kelley 
ROBERT L. SMITH, PRESIDENT AND PUBLISHER 


of 


4 4 z « Jatt 7 ee Le te the, t2y EA ’ 4 
PORE aE pon GOP 


ayes 3 gl ee ere 5 ‘ 


Advertising Age, May 18, 1953 


Funt Uses His ‘Candid Camera’ 
as a Sales Training Technique 


ers have made use of the medium 
to show salesmen and distributors 
what customers really think about 
the company’s products in un- 
guarded moments. 


s Several experimental films to 
study buying habits in supermar- 
kets also have been made and 
|'the merchandising lessons learned 
have proved invaluable, Mr. Funt 
| 

added. 

| On the matter of sales training 
films, which usually open with “Mr. 
Dodo Salesman” doing everything 
incorrectly and “Mr. Perfect Sales- 
/man” doing everything correctly, 
Mr. Funt said such films fail be- 
cause trainees refuse to identify 
|themselves with either of these 
improbable characters. On the 
other hand, the candid technique 
| focuses attention on customers 
|; who do not know their reactions 
are being recorded and filmed, 
and trainees are able to accept the 
role of the salesman, be he good, 
bad or indifferent, because of the 
credibility of the situation. Then 
effective methods of getting the 
customer to buy can be quite easily 
transferred to the trainee, Mr. 
Funt safd. 


® These candid films also pro- 
‘vide factual merchandising infor- 
mation for manufacturers; help 
them promote their products to 
‘distributors and dealers; promote 
new packaging designs for better 
'preduct identification when neces- 
| sary, and suggest improvements in 
'selling methods and sales display 
|teciniques, Mr. Funt said. The 
| customers supply the necessary 
| data. 

“We have not touched a fraction 
_of the possible merchandising uses 


| of the candid technique,” he added. 


| 
_Purepac to Introduce New 


Product Via Magazines 


| Purepac Corp., New York, man- 


ufacturer of pharmaceuticals and 
| packaged drugs, will introduce its 
|newest product, Wunder-Skin, in 
'June with a b&w page in Seven- 
teen, and b&w fractional pages in 
| American Girl, Boys’ Life, Dell 
|Modern Group, Family Circle, 
'Good Housekeeping, Hillman 
Women’s Group, Ideal Movie 
Group, Screenland Unit, True 
Confessions, True Story Women’s 
Group, and Woman’s Home Com- 
_panion. 

In addition to local newspapers 
in key markets, consideration is 
‘being given to spot TV and radio. 
Leonard Wolf & Associates, New 
| York, is the agency. 


Sears, Roebuck Names Condon 
_V.P. for Public Relations 


Edward J. Condon, for the past 
13 years assistant to the president 
and public rela- 
tions director for 
Sears, Roebuck & 
Co., Chicago, has 
been elected v.p. 
in charge of pub- 
lic relations, a 
new post. 

Mr. Condon has 
been with the 
company for 30 
years, joining the 
organization as 
an advertising 
copywriter. He is 
also head of the Sears-Roebuck 
Foundation, in which capacity he 
has long been identified with 
numerous national organizations 
_seeking to improve the nation’s 
agriculture. 


E. J. Condon 


Allied Stores Boosts Dworkin 


Irvin Dworkin, for the past two 
years assistant group manager for 
the Ohio and Michigan department 
stores of Allied Stores Corp., New 
York operator of a chain of ready- 
to-wear and home _ furnishings 
stores, has been promoted to man- 
aging director of a new Allied store 
at San Diego. 
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AMERICA’S TOP TEN 


IN RETAIL LINAGE 
| Inthe first 3 months | store — nan 
3 of 1953, LOS ANGELES Tees BaTE.e90 
—_— 5 CHICAGO Tribune ____- 5,778,685 


| 6 MIAMI Herald ss 326,812 
the New Yor k News 1 HOUSTON ela oe 5,026,129 
8 BALTIMORE Sun (c&s) _ 5,013,450 


was FIRST in RETAIL ” TinesPeayane& Stats 149,614 


linage among all of ae | 
the newspapers in the United States! ia 


The News carried more than 6.390.000 lines of Retail 


| TOTAL advertising during this 3-month period. The News led 

DISPLAY the next New York newspaper in Retail by 1,680,000 lines. 
LINAGE 

New York Newspapers And no other small format newspaper in New York came 
FIRST QUARTER, 1953 SS eee 

News 7,919,799 within 4,150,000 lines of The News in Retail advertising. 

Times ___—C«<7#~é/7611,5544 

Her- Trib. 4,498,198 (source Media Reeords) 

Mirror ___——s«xg3B,,046,407 ’ 

Jour. Amer. — 2,911,352 

Wor-Tel-Sun — 2,809,001 

Post __—s———sa2,508,716 

Eagle ___ —=—S3«* 42,2000 : 

: Media Records 
Poy cs frees no veces NEW YORK’S PICTU RE NEWSPAPER 


classified advertising. 


Circulation DAILY - over 2,100,000... SUNDAY- over 4,000,000 


(omonth average ending March 31, 1953) 
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Visual Aid Monthly 
Bows in July with 
25,000 Guarantee 


New York, May 12—Visual Aids 


—Sight & Sound, a new monthly, 
will bow in July with a guaran- 
teed circulation of 25,000. Editor 
and publisher is Ben Walberg, a 
former account executive with 
Cramer-Krasselt Co., Milwaukee. 

Base advertising rate of the new 
8%"x11%”" publication will be 
$600 per page, b&w, one-time. 
Advertising manager is Arthur E. 
Carlstone. Visual Aids is located 
at 420 Lexington Ave. 

The new magazine, Mr. Walberg 
says, will specialize in how-to type 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave, New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


vertisers, agencies, 
promotion groups, 


publishers, 
churches and 


of visual aids will be covered 


for membership in Controlled 


sible, Mr. Walberg says. 


6 Name Harry M. Miller Inc. 
have appointed Harry M. Miller 


vertising, merchandising and pub- 
lic relations programs. They are 
Donaldson Baking Co.; Scioto Sales 
Inc., wholesale distributor of Cros- 
|ley appliances; Ohio Bankers Assn.; 
| Watson Motor Rebuilders; Stim- 
| U-Plant Laboratories, plant food 
processor, and the Ideco division 
of Dresser-Stacey Co., steel struc- 
ture fabricator. 


Casey to Flack Advertising 
Daniel W. Casey, formerly a 
member of the production staff of 
WYSY-TV, Syracuse, early in 
June will join the staff of Flack 
Advertising Agency, Syracuse. 


Six Columbus, O., organizations | 


of articles of practical value to) Seseee=. 
sales organizations, national ad-| 


institutions. Thirty different kinds | 


] 
| 
| 
| 


Circulation Audit as soon as pos-. - 


Inc., Columbus, to handle their ad- | 


monthly. Application will be made! == 


wu Appoints Henry J. Zaleskie 


Luminous Ceilings Inc., Chicago, 
maker of the Acusti-Luminous 
ceiling lights, has appointed Henry 
J. Zaleskie Advertising, New York, 
to handle its promotion. Architec- 
tural, management, electrical and 
decorating publications will 
used. Previously, the company was 
a direct advertiser. 


Fourth District AFA Elects 
Stanley R. Nutting, v.p. of Grif- 
| fith-McCarthy Inc., St. Petersburg 
and Tampa, Fla., has been elected 
|governor of the fourth district of 


|the Advertising Federation of, 


| America. Other officers elected are 
|Gus Pelaez, Tampa, lieutenant gov- 
;ernor; Horace Scott, Miami, sec- 
|retary, and Trudy Hayden, St. 
| Petersburg, treasurer. 


| 


_Green-Brodie Regains Edison 
| Green-Brodie, New York, has 


»| been reappointed to direct adver- 
‘| tising for the Ediphone division of 


Advertising Age, May 18, 1953 


Rail Exec Makes 
Plea for Higher 


= Express Rates 


CHiIcaco, May 12—Small-pack- 
age shipments by parcel post and 
‘railway express are a flourishing 
and essential branch of the nation’s 
\transportation services, yet they 
were allowed to operate last year 
|at a combined loss of nearly $250,- 
/000,000, Fred Carpi, Pennsylvania 
Railroad v.p., told the Interstate 
Commerce Commission here last 
| wom. Mr. Carpi, who is also a 
director of the Railway Express 
Agency, was one of several wit- 
/nesses testifying in the rail express 
|rate case now before the ICC. 


| 


A PROBLEM—Pantie sales suffer from the} Thomas A. Edison Inc., manufac- \s “Of the 1952 loss,” Mr. Carpi 
hot weather, according to Celanese Corp.|turer of the Edison Voicewriter 
of America. This page in Women’s Wear, and Televoicewriter. Cunningham 


Daily offers a solution to the problem.) & Walsh recently had been named 


Ellington & Co. is the agency. 


agency for the account. 


gin 


WITH A RECORD -SMASHING 


13,000 GAIN 
OVER LAST YEAR! 


in 10 years! 


TOTAL CIRCULATION 


Average Net Paid, 6 months ending March 31, 1953 


NOW MORE THAN 
204,000 


SUNDAY POST ... MORE THAN 208,000 


Sawyer, Ferguson, Walker Company 
The Hal Winter Company (Miami Beach) 


Metropolitan Sunday Newspapers 


said, “about $150,000,000 was in- 
curred by the parcel post section 
of the Post Office Department, 
and so came out of the taxpayers’ 
pockets. Another $95,000,000 came 
out of the pockets of the stock- 
holders of the nation’s railroads, 
which lost that much on their ex- 
press business.” 

Failure of railway express to 
pay its own way, he told the com- 
mission, is due to two causes: 
rising costs and “subsidized com- 
petition,” which continues, he 
said, in spite of the fact that the 
parcel post service, as established 
in 1913, was not intended to “com- 
pete unfairly with private enter- 
prise.” 


# In their testimony, Mr. Carpi 
and other railroad executives 
called for a composite increase of 
23.5% on railway express rates. 
He also praised the current sched- 
ule of three 10% increases on par- 
cel post, the second of which went 
into effect April 1. 

In addition, Mr. Carpi expressed 
approval of Public Law 199, which 
reduced the weight and size limits 
for parcel post moving between 
| first-class post offices. Some large 
|}commercial shippers are seeking 
repeal of the law, which went into 
effect Jan. 1, 1952, he conceded. 
But the railroads feel that it indi- 
cates the return of parcel post to 
its original function of handling 
smaller packages except in out- 
lying rural areas, Mr. Carpi said. 


NBP SEES TROUBLE ON 
UNWRAPPED MAILINGS 

WASHINGTON, May 12—That 
there’s more trouble ahead for 
publishers who send their mailings 
/out unwrapped, has been indicated 
here by National Business Publi- 
cations Inc. One of NBP’s member 
publishers reported recently that 
his local post office has been crit- 
icizing his unwrapped mailings, 
and has passed the criticism along 
to Washington and other local ter- 
minals. 

“Up to now,” the publisher 
stated, “they have not demanded 
that we change, but are strongly 
| suggesting that we wrap all those 
copies that are not bundled in 
groups of five or more to the same 
post office.” 

NBP says it is now checking 
with other publishers to see how 
many other terminals are bringing 
similar pressure. 


Probber to Tobey Associates 

Harvey Probber Inc., New York, 
manufacturer and distributor of 
/contemporary furniture, has ap- 
|pointed Fred Tobey Associates, 
New York, to handle its advertis- 
|ing. Plans call for national maga- 
| zines, newspapers and direct mail. 
Alfred Auerbach Associates, New 
York, handled the account pre- 
viously. 


Siler Joins Friend, Reiss 


Nathan Siler, formerly with Ben 
Sackheim Inc., has joined Friend, 
Reiss, McGlone Advertising, New 
York agency, as office manager. 
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Advertising Age, May 18, 1953 
Sales Theme Panel 
Set for Opening of 

‘Tribune’ Ad Forum | 


|ing Agencies, 


CuicaGco, May 13—Executives of | 
advertising agencies, a research 
organization and food and oil in- 
dustries will appear on a panel 
opening the Chicago Tribune 
fourth annual distribution and ad- 
vertising forum May 26. 

Product research, market re- 
search and consumer research will 
be discussed the opening day in 
connection with selecting § sales 
themes. Emphasis of new product 
features, premiums, coupons and 
gifts and their effect on consumer 
motivation also will be covered. 


= Members of the May 26 panel 
are Fairfax M. Cone, president 
Foote, Cone & Belding; Samuel C. 
Gale, v.p. and advertising man- 
ager, General Mills Inc.; Melvin 
S. Hattwick, director of advertis- 
ing, Continental Oil Co.; John B. 
McLaughlin, advertising and sales 
promotion manager, Kraft Foods 
Co.; Mrs. Jean Wade Rindlaub, 
v.p., Batten, Barton, Durstine & 
Osborn; Arthur E. Tatham, presi- 
dent, Tatham-Laird; James M. 
Vicary, Vicary & Co., and Henry O. 
Whiteside, v.p., Gardner Advertis- 
ing Co. C. B. Larrabee, president, 
Printers’ Ink, will be moderator. 


# Sidney R. Bernstein, editor of 
ADVERTISING AGE, will be moderator 
of a panel on advertising budget 
practices on the second day. To be 
considered as bases for setting 
budgets are percentage of sales, 
matching competition, capital in- 
vestment and the market blitz. Co- 
op advertising and responsibility 
for the ad budget also will be cov- 
ered. 

Panel members will be Thomas 
D’Arcy Brophy, chairman of the 
board, Kenyon & Eckhardt; Harold 
V. Glen, sales promotion manager, 
Marshall Field & Co.; Edgar Ko- 
bak, president, Advertising Re- 
search Foundation; Marvin C. 
Lunde, national retail sales promo- 


tion and advertising manager, 
Sears, Roebuck & Co.; John V. 
Sandberg, account executive, J. 


Walter Thompson Co.; William J. 
Sanning, director of advertising, 
Kroger Co.; Henry Schachte, direc- 
tor of advertising, Borden Co., and 
Alfred N. Steele, president, Pepsi- 
Cola Co. 

Topic of the closing session May 


| Elect Officers of 4A’s 
Six Sectional Councils 


The six sectional councils of 
‘the American Assn. of Advertis- 
New York, have 
elected new chairmen, vice-chair- | 
men and secretary-treasurers. For) 


the New York Council they are Pacific (elected October, 


! 


Michigan: George Richardson; 
_Jr., J. Walter Thompson Co; 
‘Blount Slade, Brooke, Smith! 


French & Dorrance, and Tod Reed. 
Ruthrauff & Ryan. Central: Har- 
old Webber, Foote, Cone & Beld- 
ing; George Reeves. JWT, and 
Vincent Bliss, Earle Ludgin & Co 
1952): 


Edwin Cox, Kenyon & Eckhardt;' Charles Devine, Devine & Bras- 
William Howard, Young & Rubi-| sard; Ross Ryder, Rycer & Ingram, 


cam, 


and H. Victor Grohmann, and Trevor Evans, Pacific Nation- 


Needham & Grohmann. New Eng- a! Advertising Agency. 


land: J. Paul Hoag, Hoag & Prov- 


andie; Sture Nelson, William B. To Guenther, Brown & Berne 


Remington Inc., and W.L. Shep-. 


ardson, James Thomas Chirurg ya,, 


Co. Atlantic: Robert 
VanSant, Dugdale & Co.; 
Neal, Liller, 


Scott Lumber Co., 
makers’ of 


Wheeling, W. 
pre-fabricated 


Daiger, homes and building lumber prod- 
W.W. ucts, 
Neal & Battle, and| Brown & Berne, 


appointed Guenther, 
Cincinnati, to 


has 


George Barnard, Aitkin-Kynett handle its advertising and sales 
| promotion. 


Co. 


25 


ee 3 bn 

CRACKED 1902 PHOTO shows Victor em- 
ployees relaxing in front of its first office in 
Camden, N. J. Read the “bright sidelights” 
of RCA Victor history in Huser News. 


27 will be “The Impact of the Ex- 
panded Economy in Causing aj} 


Marketing Revolution in Channels| 7 


. 
|| 


of Distribution.” 


® A third panel, on May 27, will | 
concern the “Impact of the Ex- 
panded Economy in Causing a 
Marketing Revolution.’ Reginald 
Clough of Tide will be moderator. 

Panel members will include A. 
S. Gourfain Jr., president, Gour- 
fain-Cobb Advertising Agency; 
Donald R. Grimes, president, In- 
dependent Grocers Alliance & Dis- 
tributing Co.; Jason Hurley, dis- 
trict manager, Magnavox Co.; Har- 
ry G. Kipke, president, Coca-Cola 
Bottling Co. of Chicago; John T. 
Pirie Jr., president, Carson Pirie 
Scott & Co.; Charles W. Smith, as- 
sociate manager, McKinsey & Co.; 
Eldon E. Smith, v.p. and manager, 
merchandising department, Young 
& Rubicam, and J. B. Wagstaff, 
v.p., De Soto Division of Chrysler 
Corp. 


Names Cossey Sales Manager 


Palm, Fechteler & Co., Wee- 
hawken, N. J., manufacturer of de- 
calcomanias, has appointed Stan- 
ley M. Cossey general sales mana- 
ger. Mr. Cossey was formerly with 
Meyercord Co. 


Coca-Cola to Kodinsky PR 


Sidney N. Strotz, president of 
Coca-Cola Bottling Co. of Pitts- 
burgh and western Pennsylvania, 
has appointed Harry Kodinsky, 
Pittsburgh, public relations con- 
sultant. 


a) Y ities’ ~ 
OPERA’S IMMORTAL NELLIE MELBA, record- 


ing for Victor—another priceless photo in 
your current Huser News. See Caruso, 
Schumann-Heink, and many others. 


BEGINNING OF A JOURNEY 
in Canadian International 
Paper’s Gatineau Forest. Read 
“A Canadian Boy Goes into 
the Woods” in Huser News. 


EARLY icra ADS like these dramatized 
many Victor stars, whose 
re-issued. Play the “collector's item” record 
enclosed in your free, 24-page issue. 


look at the record... 


then PLAY it! 


There’s a real phonograph record—a collector’s 
item —enclosed in your latest HUBER News. 
And there is plenty more in it for advertisers, 
publishers, printers, container manufacturers 
..for everyone in the graphic arts. 

This special issue celebrates the Diamond 
Jubilee of the huge phonograph industry and 
the 50th birthday of RCA Victor. You'll find 
rare old photographs from the Victor archives 
.. you'll read the fascinating story of the rec- 
ord business. And you'll learn about the contri- 
bution to this industry made by Huber carbon 
black—the carbon black which also goes into 
fine Huber inks. 

And don’t miss the picture story of a boy in 
the Canadian woods—a close-up of the forest 
operations of Canadian International Paper 
Company. 

HuBer News is free—including the record. 
Send for your copy. 


records are still 


J. M. HUBER CORPORATION 
INK DIVISION 
ALRER 620 - 62nd St., Brooklyn 20, New York 


Ink Plants: Bayonne, N. J. + Borger, Texas * Boston, Mass. 
Brooklyn, N. Y. + East St. Louis, Ill. * McCook, Ill. 
Ink Sales Offices: Boston * Brooklyn » Chicago * New York 
St. Louis, Mo. 


HUBER PRODUCTS IN USE SINCE 1780 
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Space Buying a 
Collective Job, 
Fisher Declares 


to volunteer information about the 
client’s sales problems, products 
and their application. This should 
enable you to work with him more 


intelligently, and provide better 


representation of your publication 
for him.” 


. E. S. Klappenbach, Oil & Gas 


| Journal, was elected president of 


Cuicaco, May 12—Space buying 
in the industrial field is a matter 
of group decision, and all those 
concerned should have the media 
story, C. W. Fisher, media direc-| 
tor of the Buchen Co., Chicago 
agency, told the Dotted Line Club) 
last week, 

“Space buying is a collective 
job,” he told the business paper. 
salesmen, “and usually involves) 
more than one individual. Media| 
selection is the result of group) 
thinking on the part of the media | 
buyer, other agency personnel, the | 
industrial advertising manager or) 
other advertising personnel, and. 
the publication salesman. 

“Establish the line of authority, 
that is, who can influence a deci- 
sion in your favor. Ask the ac- 
count executive, ask the advertis- 
ing manager, ask the space buyer. 
Too many times energy is wasted 
by spending too much time talking 
to the wrong men.” 


s Mr. Fisher emphasized the ne- 
cessity of providing in compact 
and ready-reference form the sa- 
lient points about the publication's 
market, and its potential for the 
advertiser’s products; its editorial 
appeal, circulation coverage, ad- 
vertising volume and other facts. 
He suggested that material in this 
form is useful if only because it 
can be carried into a meeting de- 
voted to media discussion. 

The media man also emphasized 
the fact that it is well for the rep- 
resentative to identify himself and 
his publication, as often this is 
taken for granted, even though the 
buyer does not always remember 
the medium he is representing. 

Complete presentations, he sug- 
gested, should be made between 
February and July, when the me- 
dia department is not as busy as 
it is later; a second and briefer 
call should be made between Au- 
gust and November, with the final 
call to ask for the order during 
the closing weeks of the year. 

In emphasizing the need for 
understanding the advertiser’s 


the club for the ensuing year.) 
C. R. McClain, Haire Publishing 
Co., was elected Ist v.p.; Raymond 
T. Risley, Clissold Publishing Co., | 


2nd v.p., and E. S. Mansfield, 
ADVERTISING AGE, secretary-treas- 
urer. 

Directors, who will serve as the 
program committee, were chosen 
as follows: John M. Smith, Geyer 


|Publications; John Rodger Jr., 


McGraw-Hill Publishing Co.; John 
McFaddin, Printers’ Ink; Hilmer 
Stark, Billboard; William J. Car- 
michael, Bill Bros. Publishing Co.; 
J. G. Cashin, McGraw-Hill; J. A. 
Hayes, Moore Publishing Co., and 
John H. Cogan, House and Home. 


a 
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Forms Zachary & Liss pointed Anderson & Cairns, New 
Allan T. Zachary, formerly pub- York, to handle its account. A fall 
licity director for Lewyt Corp., C@2mpaign in The New Yorker is 
Brooklyn vacuum cleaner and con- Planned. Previously, Morton 
tract manufacturer, and Norm Freund Advertising Agency, New 
Liss, previously account executive York, had the account. 
with Cayton-Klempner, New York, 
public relations consultant, have Crego Named Ad Manager 
formed Zachary & Liss, New York,| Marshall L. Crego, formerly 
public relations, publicity and with American Hoist & Derrick 
merchandising consultant. Co., St. Paul, has been appointed 
advertising manager of Equipment 
Lanella to Anderson & Cairns. Advertiser, Minneapolis, year-old 
Lanella Corp., New York, im- tabloid weekly for the construction 
porter of Lanella fabrics, has ap- and building trades. 


product applications and market 
potentials, Mr. Fisher suggested, 
“Encourage an account executive 


A. C. 
WILLIAMS 
one of 
WDIA's 
many famous 
personalities 


SHELL Sells Memphis 
Negro Market 
With WDIA 


Powerful selling for a powerful gaso- 
line! That's the Shell-WDIA_ story. 
With five quarter hours weekly han- 
died by A. C. “Moohah” Williams, 
Shell Oil Products are gaining com- 
pletely dominating coverage of the 
$62,212 Negroes in WDIA's 27 Nielsen 
counties. YOU should do the same for 
our product. Join the WDIA list of 
lue chip accounts including Coca- 
Cola, Kools, Wonder Bread, Bayer As- 
irin, Tide, Folgers Coffee, Pet Milk, 
Gme a Flour and many others. Get 
the full WDIA story today! 


HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: Feb.-Mar. ‘53 


= xwapteeeereie 
(Hote: WDIA’s share Sat.—28.8; Sun.— 44.4) 
MEMPHIS WDI A TENN. 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 


RETAIL advertisers know the 
Los Angeles HERALD-EXPRESS 


to be a newspaper of tremendous 
advertising RESPONSE-adiiy7./ 
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Five Appoint Pavia 


Pavia Advertising Agency, San 
Francisco, has been appointed to 
handle advertising for Western 
Sales & Service Co., distributor of 
Cedar-Lux (House & Garden and 
Sunset Magazine); Belmont Lapi- 
dary Supply Co., Belmont, Cal. 
(Sunset Magazine); Bouquet of the 
Month, new perfume distributor 
(Sunset Magazine and Today’s 
Woman); Manzanita Original 
Products, baby apparel maker 
(Sunset Magazine and the Christ- 
ian Science Monitor), and Ware & 


Hazelton, Pasadena, theatrical 
producer (local newspapers and 
radio for stage performances in 
western cities). 


Odell Heads New Elgin Unit 


Gordon Odell, formerly general 
foreman of the ordnance division 
of Elgin National Watch Co., Elgin, 
Ill., will head the company’s new 
commercial development depart- 
ment. Formation of the department 
is the first step in a long range 
program to diversify the com- 
pany’s sales operations. 


‘Western Family’ Expands 


Edgar A. Seymour, ‘ounder and 
president of Western Family, Hol- 
lywood, has acquired complete 
control of the publication. C. B. 


Foster, comptroller, !:as been pro- 
moted to general minager. W. J. 
Stenhouse, head of thie New York 
office, has become v.p. A mountain 
edition has been added to the 
southwestern, northern California 
and northwestern editions. Asso- 
ciated Grocers of Colorado Ine. is 
distributing the maguzine in the 


“mountain states. 
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Where new supermarkets in- 
‘creased 6.2% last year over 1951, 
the expectation of operators is that 
building this year will be more 
. better than in 1952. 


Supers Averaged 
Nearly $1,000,000 
in Sales in 1952 NTive topical super last year had 


New York, May 12—The aver- a gross margin of 15.1% in the 
age supermarket had a volume of grocery department, 18.8% in 
$983,000 last year, according to a meat, 25.5% in produce, and 17.6% 
report compiled by Super Market for the total store. Operating ex- 
Merchandising from data supplied penses were 15.5%, payroll was 
by 88 companies controlling 1,096 7.3%, rental was 1% and adver- 
supers. Sales increased slightly tising took 0.68% 
more than 11% over 1951. | Net profit before taxes was 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


lF you want sales 


youll GET them from the 
Los Angeles Evening 


HERALD-EXPRESS 


"Los Angeles FIRST Metropolitan Newspaper" 


(2.6%. After taxes, the net was 
1,15%. 


Grand Union Buys Carroll's 

| Carroll’s Ltd., Hamilton, Ont., a 
chain of 32 markets and stores, 
_has been acquired by Grand Union 
|Co., East Paterson, N. J. The pur- 
'chaser assumed active manage- 
'ment of the chain on May 9. 


‘Meisel Joins S. Duane Lyon 
| Louis’ Meisel, formerly with Hil- 


‘ton & Riggio and Dowd, Redfield 
/'& Johnstone, has joined S. Duane 
‘Lyon Inc., New York, as an ac- 


‘count executive. 


\ tickin Around 


with KLEEN- STIK 


Got a “Sticky” SALES PROBLEM? 


Then use a “‘sticky”’ eapulan wip a Point- 
of-Purchase sales stimulator on mois- 
tureleas, sel/-sticking KLEE "STIK. There's 
no limit to the ways you can use this miracle 
adhesive—for window and door signs, shelf 
strips, die-cut displays, labels, ‘‘pop-outs,”’ 
and stacks of others! Here are a few recent 
“slick tricks with KLEEN-STIK,” as devel- 
oped by some of America’s sharpest merchan- 


MARTIN 


+ 
2 
& 


we RyTOMOTIV 


FINISHES 


| Paints for Persnickety Painters 


When a MARTIN-SENOUR automotive 
dealer mixes one or two cans of special custom- 
color paint, how does he label the individual 
cans—and identify the color code for re-order- 
ing—without meas rimitive’’ means? 

answer is a KLEEN-STIK Strip at one end 
of this wrap-around label. All the dealer has 
to do is peel off the protective peper , press the 
other end into place—and the KLEEN-STIK 
adhesive will stick through hellanhighwater! 
Credit for this int’resting gimmick goes to the 
MARTIN-SENOUR PEER »le, with awe 
| by MAJESTIC PRI G CO., Chicago 


Any Change is Welcome... 


... especially to customers who pick 
u theirs from one of these clever 
M” Change Pads put out by 
NA’ TIONAL DISTILL ERS, INC. The 
top is attractively flocked in deep red 
over regular lithography, and the 
back is KLEEN-STIK‘d (of course)! to 
cling tight on glass or wood counter 
tops. ED KOTI, of GENERAL PRO- 
‘ESS PRTG. CO. in N’York, ong. 
neered the printing, and BESTCRA 
PRODUCTS added the fuzz. 


“Able Labels" for GROW-RITE 


This manufacturer of high-chairs for 
the bib-'n’-bottle crowd found savings 
galore when they switched from string 
tage to these colorful Walt Disney 
labels on KLEEN-STIK! Besides lower 
original coat, these Pmageee weeny mull 
save time in application, and are’ 
ahead in visibility. ALLEN HOL- 
LANDER CO., INC., of NYC, con- 
ceived and designed and produced 
"em in handy rolls for automatic 
label machine dispensing. 


See how easy it is to solve P. P. pobiome 
with wonder-working KLE EN-STI Your 
regular printer or lithographer can iene 
K-S in a wide hy y of printing pa nd 
ideas are we A c* too, from our fast- -grow- 
ing “‘Idea-of-the- onth” Club. Write today 
on your letterhead for this dandy /ree service. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue * Chicago 1, lil. 
Pioneers ln pressure sensitives for Advertising ond Labeling 
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The man to beat this year 
is U.S. Open Champion 
Julius Boros—the P.G.A.’s 
“Golfer-of-the-year’ — 

top money-winner of 1952. 


The medal you'll win if you 
beat boros, will be a proud 
possession for years to come. 


(Shown here 34 actual size) 


_ only one week-end left before Na- 
tional Golf Day —the day you get the chance 
to match scores with America’s Open golf 


champion, Julius Boros, 

Better get your warm-up rounds in this Sat- 
urday or Sunday and be ready for the big event 
on Saturday, May 23rd. 

Everyone’s eligible: 


MEN: Play with your regular handicap, on your 


home course or any other you choose. $1.00 
entry fee covers one 18-hole round, but you 
can enter for more than one round if you want. 
WOMEN: Same rules as f I ith 7 rae oon | Aa 

: Same rules as for men, but with 7 AG wig oe ae me” ot 
strokes added to your handicap. If your club 


restricts ladies’ play on Saturdays, you can play — Your chances are good! Boros will play the Worthy causes will benefit. All money re- 


your National Golf Day rounds any weekday Oakmont Country Club course at Pittsburgh, ceived from entry fees will be divided evenly 

from the Monday through the Friday preced- scene of the 1953 U. S, Open—called *‘one of between the USO and the National Golf Fund. 

ing May 23. the ten toughest links in the world.” Inc., sponsor of worthwhile causes in golfdom. 

CADDIES: May compete on payment of entry If your eard, with handicap, tops his, you'll All costs in connection with the running of “a 

fee of only 25¢ per round. Rounds to be played win the “I beat the U.S. Open Champion, Julius the annual tournament are being paid for by Ha 

on the “Caddies Day” just before May 23. Boros”’ medal. LIFE Magazine. sin 
} 
}. 
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ACTRESS JANET BLAIR was 


o van te; 


. *% 3 baie s0, te , ‘ pg . ; y ‘ aye i 
CROONER CROSBY, one of last year’s most cele- GOLFER HOGAN, last year’s man to beat, turned 


numbered among the 


brated contestants. won his 1952 National Golf Day 80.000 entrants in the highly successful 1952 com- in a neat 71. Nevertheless, one out of every seven 
medal by shooting a steady 7 Fwith a 5-stroke handicap. petition. In spite of her excellent form, she didn’t win. competitors won a coveted “I beat Ben Hogan” medal. 


7 BENEFITS GO TO USO AND NATIONAL GOLF FUND, Inc. 


HORTON SMITH, president of P.G.A.: 
National Golf Day is the biggest golf event Pve 
ever been associated with. It made possible the 


a National Golf Fund. Ine. — the first organized wel- 
fare fund devoted to all worthy causes in golf. 
~s “Last year, National Golf Fund, Inc., supported 
many such causes. Grants were made to such 
F | worthwhile activities as the National Caddie 
Scholarship Fund. the P.G.A. Benevolent Fund, 
re- the U.S.G.A. turf research fellowship, ALW.V.S, 
Swing Clubs and many other organizations.” 
nly g 
nd. - 
m. - ta ee 
, FROM THE MORE THAN $80,000 collected in the 1952 tournament. half 
ol was donated to USO to aid servicemen’s recreational facilities. LSO Chairman SECOND ANNUAL 
by | Harvey Firestone, Jr.. says National Golf Day made possible one of the largest 


NATIONAL GOLF DAY 
Saturday, May 23, 1953 


single contributions to that worthy fund in 1992. 
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CO% Foreign Language Division 9 & 
Sumerman) Typesetting in English |> * 
and over 600) | 

Languages and Dialects |Z © 

wonto’s ronemost rontign- |e S 


Mackenzie Joins Lawrence 
Gertrude Mackenzie, formerly 
sales promotion manager of Amer- 
ican Aviation Publications, has 
joined the Lawrence Organization, 
New York public relations con- 
sultant, as account supervisor and 
member of the plans board. Miss 
Mackenzie was at one time with 


‘Young & Rublicam. 


AD-VER-TIS-ER 


in Selected Areas! 


THE AD-VER-TIS-ER, INC., FORT WAYNE, INDIANA 


TV Directories to Take Ads 

The Broadcast Information Bu- 
reau, New York, publisher of tele- 
vision film directories and the TV 
film “Who’s Who and What’s 
Where,” will accept advertising in 
its directories beginning in No- 
vember, 1953. Rate Card #1 will 
be available in June. Film pro- 
| ducer-distributor ads will be ac- 
‘cepted only in combination for 
both the TV station “Who’s Who” | 
and the TV directories of avail- 
able film. Also, ads will be taken 
on an annual basis only, although 
copy may be changed in each edi- 
tion. 


Albert Joins Horton-Noyes 

Ted W. Albert, formerly editor 
of “Modern Precision” for Leeds 
& Northrup Co., Philadelphia, has 
joined the copy staff of Horton- 
Noyes, Providence agency. 


Hyland Named WPCT Manager 


Daniel Hyland has been named 
general manager of WPCT, new 
radio outlet in Putnam, Conn., 
which began operations on May 2. 


Used Cars Are 
a Headache to 


Auto Industry 


Detroit, May 13—Lagging used | 


Advertising Age, May 18, 1953 


margin. It is and always will be 
pretty easy to move a $1,000 used 
car (strictly a postwar item) for 
$800. 


@ Dealers are definitely on the 
mum side regarding the sales pic- 
ture, but some of the factory sales 
chiefs are not wearing deep fur- 
rows in their brows for nothing. 
Used car sales are too closely 


car sales and dismal predictions tied to the new car business to be 


that they will get no better may 
mean it’s the end of the line for. 
a goodly number of automobile 
dealers who have been “riding the 
inflationary gravy train” since the. 
end of World War II. 

Despite predictions in some 
quarters—and with relatively 
straight faces, too—that sales are. 
holding up as “well as could be 
expected,” the stark facts are that 
only the choicest of the used cars| 
are moving. 

But worst yet from the dealer 
standpoint, they are moving only 


taken lightly. In fact, the trade- 
in practice of the American car 
buying public makes it aimost 
mandatory that the dealer take in 
a used car to make a new car 


| sale. 


This practice worked well as 
long as the used cars could be 
sold at their trade-in 4mount or 
more, in most cases. But now the 
used cars are becoming unattrac- 
tive, especially when some of the 
so-called less expensive new cars 
are available at discounts which 
place them near the price bracket of 


at the sacrifice of most of the profit | the better used cars of the medium 


A 


3 


LAC APPS UU aes | 


New Car 


BOUGHT every 


| and higher price bracket when 


| new. 


= So far, new car production and 
/sales are at a record pace and, if 


maintained, will be around the 
6,000,000 unit mark for the year. 
But there are few, even among the 


‘most optimistic, who believe this 
| pace can go on for long. 
| It has been no secret that for at 


minutes ! 


New car dealers in the Cleveland area step lively in this business of getting new 


cars and prospective buyers together. They are outstandingly successful! 


Added up, they make more new car sales than are registered in anyone of 26 


entire states! That's the pace set by Cuyahoga County in 1952. 


The Press is proud to play so effective a part in this sales performance. 


Undisputed leader in automotive linage, once again The Press pulled 


away from all other media in pre-selling 7 out of 10 responsive Press 


families in this rich, brisk-buying market. Accelerated acceptance 


in all quarters of the county points to greater sales ahead. 


Today 312,730 Press families in Ohio’s primary 


market are reading about, 


evaluating, and 


deciding on the car of their choice — the car 


they're going to buy. 


help 


- 
ow 


« 
— 


When you sell more new cars in, 


Cuyahoga County, The Press will 


to sell them first. 


wl For the complete analytical 
story of 1952 sales in this top 
market write for “New Car 


Sales Analysis”. 


The Cleveland Press 


least two years the top sales of- 
'ficials of the manufacturers have 
been weeding out the weaker 
‘dealers with a view toward 
strengthening their distributing 
‘organization for the hard-selling 
days just now appearing on the 
| horizon. 


Just how successful they have 
| been is a matter of conjecture, but 
|there is every indication to be- 
jlieve the buyer’s market has 
|caught some unprepared. 

a There has been a little “dealer 
raiding” among the companies. 

Some of the companies have used 
a good financial gimmick to force 
dealers to build up their physical 
property and service organization. 
This was in requiring that a cer- 
|tain percentage of the profits be 
| used to build new or expand pres- 
‘ent dealership property. Those 
_dealers who wouldn’t go along 
Saw their quota of new cars cut 
|to a point where they soon saw 
‘the light and fell into line. 

Other companies have used 
other means to prevent dealers 
from “milking” the dealership of 
all profits and be ready to give up 
the ghost once sales became hard. 


American Viscose Hikes Ads 


American Viscose Corp., New 
York, manufacturer of rayon yarns 
and staple fiber, has increased its 
advertising budget from $909,000 
in 1952 to $1,172,000 for 1953. 
The increased funds will be used 
chiefly to make up higher ad rates 
of both consumer and trade publi- 
cations, but a number of new 
publications will be added to 
Viscose’s consumer list. The com- 
pany will feature its Avcoset 
rayon yarn stabilization process 
in addition to its various fabrics. 
Part of the promotion will be for 
its cellophane. J. M. Mathes Co., 
New York, is the agency. 


Johnson & Son Boosts Tarvin 


S. C. Johnson & Son, Racine, 
Wis., has promoted John C. Tarvin 
to field sales manager for indus- 
trial products for Johnson’s wax. 
Mr. Tarvin, currently western re- 
gional supervisor of industrial 
products, will be succeeded by 
Raymond F. Farley. 


Meelfeld Joins Robert Gair 


Robert Gair Co., New York, 
maker of packaging containers, 
‘has appointed Paul C. Meelfeld 
sales promotion manager for the 
container operations division. Mr. 
Meelfeld formerly was with Hin- 
de & Dauch Paper Co., Sandusky, 
O., as assistant v.p. in charge of 
advertising and sales promotion. 
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Advertising Investments 


in Major Farm Magazines 


- (January-April) 


dvertisers continue to make substantial investments in the major 
farm magazines—demonstrating the importance they attach to 
the market and their understanding of the need for farm magazines 


to reach and sell it. 


That FARM JOURNAL is the basic buy and the leader in the 


field becomes more and more evident. 


Here is the dollar volume for each of the six leading farm magazines 
for the first four months 1953 vs. 1952. 


Nationals 1953 1952 
Farm Journal 3,613,482 3,261,452 
Country Gentleman 2,900,571 3,154,069 

Regionals 
Progressive Farmer 2,139,512 2,054,197 
Successful Farming 1,596,231 1,723,948 
Capper’s Farmer , ‘ 1,132,119 1,256,404 
Farm & Ranch $50,978 $07,688 


Source: P.L.B. 
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$750,000 tor Speedway Bleser to ‘Hunting & Fishing’ Eldridge Alters Name, Moves 


Speedway Petroleum Corp., De-| Richard K. Bleser, formerly sales John P. Eldridge Advertising, 
troit, has an advertising budget of representative for the Ideal Wom- Philadelphia, has changed its name 


$750,000, not $100,000, as AA en’s Group, New York, has been to Eldridge Co. The agency has , | 
erroneously reported May 4. Of appointed assistant sales manager moved to larger quarters in the 
the total, $400,000 is for sponsor- in the New York office of Hunting Packard Bldg. George H. Gilbert, 
ship of baseball games. & Fishing. formerly advertising manager for } 
Electric Service Mfg. Co., Phil- : 
adelphia, has joined the agency as 
an account executive. = 
res Two Publishers Join NBP 
rs |__ Bill Bros. Publishing Corp., New 
~ | York, has affiliated its publication, 
~ | India Rubber World, with Nation- 
S al Business Publications  Inc., 
9 Washington. County & Township 
Se Roads, published by Gillette Pub- Ny 
d lishing Co., Chicago, has also = ye.» 
Sk joined the NBP. | == _____—_ 4 
~ yy : | geen eS a eg | (Aa 4 
. ; a Key to the Sportsman Market Clark to Western Advertising | WILLIAM WHITE, President 
~ j Gene Clark, formerly program-| "™ Yo Cente! System, tots why 
5 Hunting @ Fishing reaches the men who Sales coordinator and assistant to 
want to buy ... and CAN! Plan now. Rely the operations director of the Mut- f t if [ . i; 
a on Hunting @& Fishing’s greater Market Ual-Don Lee network, Hollywood, | Ul. TOA ‘AS Z, 
*~ Strength. has been appointed chief time buy-| vee 
Write for Man Market Data Folder. er and assistant radio-television | fe 7, 
director for Western Advertising 
230 E. Ohio St. * Chicago 11, Ill. Agency, Los Angeles. | aM yp CLNCE... 
To make New York Central produce still finer passenger and 
Prominent Users of Strathmore Letterhead Papers: No. 105 of a Series freizht service for you, we must prune away the unneeded, BH Ga Rat miadits 
that waste this Railroad's strength. 
{ 
¥i2s2 sox in =e 
a or a 5 sa ton cee { 
“= on _ ” All Aimed at 
' “ . oe Finer Passenger Service 
in n - ‘enn ‘Senin dies . fleet W als adernired —- 
cone inate 2 “Serious Problem,” say Commissioners ewverel hundred reces ;eroaver soma we eee 
cnet nor Batnseg mms | Ady ily a tay as = ee caaiaence 
Dice Gteecies Gemma “ree OF 
| eaten aa | ateememedmaaine a 7 odeareet i } - 
_ 
x 
New York Central BD | 
Fautwacr Tracer Company THE WATER LEVEL ROUTE.¥OU Cam SLEEP — ) 
ere | APPLES AND PRUNES—A lot of “dead wood’’—in the form of short-haul passenger 


| trains—is about to be “pruned’’ away by the hard-pressed New York Central, to 
judge by this policy statement. Foote, Cone & Belding, which prepared the ad, 
says it will be inserted in 55 newspapers, starting May 11. 


Pacific Mills Used 
Trade-in of Sheets 
to AidCancer Fight = Ptmene 


New York, May 15—A unique J. Walter Thompson Co., New 
“trade-in” plan to promote the sale York, agency for the company’s 
of contour sheets, without leaving cotton and rayon division, directed 
a heavy inventory of old-style flat the campaign. 
sheets on Mrs. America’s closet 
shelves, was used by Pacific Mills, Clatfelter to Don Heinrich 
textile manufacturer, this week. Harry Clatfelter, formerly editor 

Under the plan, Pacific invited of “Spirit,” plant publication of 
housewives to turn in their old flat Hiram Walker Inc., Detroit, has 


paign—to give the housewife time 
to inspect her old-style sheets—of 
two weeks on ‘‘Queen for a Day” on 
500 Mutual stations. This was sup- 
plemented by spot radio in 12 ma- 


QUALITY gives momentum 
in the long haul! 


Long before the advent of the motor truck. Fruehauf was a significant 
name in transportation, Even before the turn of the twentieth century, 
August C. Fruehauf had a combination blacksmith shop and wagon-works 
in Detroit that was considered one of the best in the country. It was the 
pioneering persistence of this man that inspired the idea of perfecting a 
more “modern” wagon—a trailer—and coupling it to the newly-born 
gasoline engine—the motor truck. 


sheets at their favorite store, where 
American Cancer Society volun- 
teers exchanged each sheet for a 
certificate worth 50¢ towards the 
purchase of a pair of the new Paci- 
fic contour sheets. The old sheets 
will be made into hospital dress- 
ings by the cancer society. 


s The trade-in period, limited to 
May 11 through May 16, was ad- 
vertised in the May 8 Life, follow- 
ing a two-week warm-up cam- 


joined Don Heinrich Advertising 
Agency, Peoria, Ill., as planning 
board director. Princess Peggy 
Inc., house dress manufacturer, 
has named the agency to handle 
its advertising. 


Ellis Joins Ellis Advertising 
Michael F. Ellis Jr., formerly 
wage stabilization specialist for 
National Biscuit Co., New York, 
has been appointed head of the 
new business department with 
Ellis Advertising Co., Buffalo. 


Today, the largest builder of trailers in the world, Fruehauf still works 


with an insistence upon precision and a care for detail inherited from its | 


founder, Even in its choice of a Strathmore Letterhead Paper for its | 
correspondence, the insistence on quality performance is evident. 


|| COMPLETES SALES 
|| AT POINT OF SALE 


Whenever quality expressiveness is the standard of measurement by which 


a letterhead is judged, you'll find that Strathmore is by far the leading 
choice of successful business firms. For the quality of Strathmore Letter- 


you your letterhead design reproduced on one of the Strathmore Papers 


head Papers represents integrity and reputation. Let your supplier show 
} 
| 
\ 
' 
5 ji 
TIES IN ALL OTHER 


TYPES OF ADVERTISING 
AT POINT OF PURCHASE 


... you'll see how much quality can really say! 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE, °* 


OF FINE 
Strathmore Paper Company, West Springfield, Massachusetts | 


&s ADVERTISING DISPLAY CO. 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 
Producers of illuminated and non-illuminated types of signs. 
Serving manufacturers of brand-name products from coast to coast. 


PAPERS | 


Representatives in principal cities 
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We salute your Special Issues on the Negro 


@ Your special issues on the Negro in America and 
Africa in consecutive weeks have told the U. S. 
reading public in an editorial way what we have 
been telling advertisers for eight years: that the 
Negro is a vital new force in American life and that 
the Negro consumer is the most important new 
factor in the sales field in the last decade. Our hats 
are off to you for documenting so concisely in single 
issues the vital significance of the “new Negro” on 
the American scene. 


@ That is exactly what our magazines —the 
monthly picture magazine EBONY, the weekly 
pocket-size news magazine JET and the monthly 
women’s interest magazine TAN —are trying to do 
in every single issue twelve months a year. Edi- 
torially aimed at the heart of colored communities 
from coast to coast with fresh features that strike 
responsive chords in every Negro, these magazines 
have achieved the highest circulations in the history 
of Negro journalism. 


@ EBONY’s picture approach to the everyday life 
of the Negro has sent its circulation soaring over 
the 500,000 mark—the highest of any colored pub- 
lication in the world. In less than two years, JET 
has reached the highest circulation of any Negro 
weekly in the nation—250,528 ABC as of Decem- 
ber 25th, 1952, and currently running in excess of 


350,000. TAN is the only Negro women’s interest 
magazine in the field, circulation over 300,000. 
Here, for the first time, is a specialized package of 
more than 1,000,000 circulation with a guaranteed 
readership in excess of 5,000,000 (Starch Report). 


@ Here is circulation that gets to the heart of 
Negro Amezsica, that reaches, as no other publica- 
tion, the still untapped, still wide-open Negro 
market of $15 billion annual income. Two surveys 
have proved that EBONY outsells every other 
magazine on newsstands in Negro neighborhoods. 
In today’s highly competitive sales campaigns, 
alert, wide-awake businessmen are paying special 
attention to this lucrative, money-spending market, 
so dramatically recognized in special issues of Life 
and Time. Many of the nation’s most important 
brand names, such as those shown in the adjoining 
columns, have recognized the new prosperity of 
the Negro and are regular advertisers in KBONY. 


@ Learn the facts about today’s Negro about 
whom Time Magazine says, “The signs of Negro 
prosperity are everywhere.” With these facts, you 
will learn how to tap this rich new market quickly. 
We would like to send you a copy of the Time 
article together with facts and figures on how you 
can gear your sales campaigns to reach the one out 
of every ten Americans who is Negro. Address any 
one of our three offices. 


in America and Africa ¥ 


HERE ARE SOME OF THE MANY ADVERTISERS IN EBONY: 


Florsheim 
Stacey-Adams 
Nunn-Bush 

Connolly 

Adam Hats 

Exquisite Form Brassiere 
Jerks Socks 

Stetson 

Alaga Syrup 

Armour 

Beechnut 

Best Foods 

Contadina Tomato Paste 
Carnation 

Pet Milk 

Dromedary Mixes 
Durkee 

General Mills 

Hunt's 

Libby, McNeill & Libby 
Morton Salt 

Pillsbury 

Planters Peanuts 
Quaker Oats 


River Brand Rice 
Uncle Ben's Rice 
Stokely-Van Camp 
Parkay Margarine 
Blue Bonnet Margarine 
Swift & Company 
Farberware 

Ekco 

Clopay 

Hoover Vacuum Cleaner 
Magic Chef 
Philco 

$. 0. S. 
Youngstown 

E. L. Bruce 
Fels-Naptha 

Linit Starch 
Seagram 
Schenley 

Schlitz 
Budweiser 
Vaseline 

Mennen 

Squibb 


Johnson Publishing Company, Inc. 


CHICAGO: 1820 SOUTH MICHIGAN AVENUE * NEW YORK: 55 WEST 42ND STREET * LOS ANGELES: 1127 WILSHIRE BOULEVARD 


Colgate 

Ipana 

Arrid 

Mum 

International Business 
Machines 

Remington Rand 

Sheaffer Pens 

Admiral 

RCA Victor 

Zenith 

Philco 

Motorola 

M-G-M Records 

Capitol Records 

Crosley 

Raytheon 

Norge 

Rusco Storm Windows 

Luminal Paint 

Club Aluminum 

Revere Camera 

Calumet Baking Powder 

Webcor 
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NOW “chlorophyll” ads 


Mrs. Shirley Cook Mitchell, 


(Wite Joins Husband's Agency | Ah, the Power of Advertising! Norge 


without “green” in’em ‘formerly beauty editor for Town Js America’s No. 1 Cook to African Lad 


|\& Country, has joined W. Robert 
By setting keyed ads since World War! Mitchell Inc., New York, as a| Cuicaco, May 12—The best cook | 
JAY P. woe yeuexporionce that's vaca | writer and consultant on perfumes in America is “someone named 
WALK pa an ar De A dn md FO cosmetics. Mrs. Mitchell is Norge.” That, at least, is according | 
a4 eesoann cumatb 4 ooh |e wife of W. Robert Mitchell, to one African boy who has been 
agency president. ‘reading the ads in American pub- | 
lications. 
In a letter to the Norge division | 
of Borg-Warner Corp. here, a mis- 
‘sionary at Nhowe Mission, Ma- 
_cheke, Southern Rhodesia, relates 
the following story: 
In a classroom “at the mission, | 
where magazines are used as read- 
ing material because books are 
, scarce, one of the native pupils 
lasked an American missionary 
teacher, “Who is the best cook in| 
America?” 
“I don’t know,” the startled| 
| teacher replied. | 
| “It is someone named Norge,” | 
\the proud boy answered. 


When you’re faced with the 
problem of reaching the big men in the smaller 
towns, it might be a good idea to use The 
Rotarian. Of the 296,822* executives who read 
it, 73% live in towns of 25,000 or less. These men 
are the leaders in their communities. And, you 
con depend upon it... 
they have what it takes The 
o 
35 € 


rere o Rotarian 


. WACKER OR., CHICAGO 1, itt. 'the name Norge fully represents— 
‘except that it means superior | 


296,822 ABC net paid, Dec., 1952 American cooking,” M. Sewell,' 


the missionary, points out, some- 
what amazed at the potency of 
advertising, even among an audi- 
ence it doesn’t aim at. 


‘Server’ Backs Essay Contest 
The Server, published by The 

Server Inc., Chicago, national 

liquor business periodical, is spon- 


‘soring a $20,000 essay contest 
|designed to promote sales and 


publicity ideas from among _ its 


/readers. Package store and tavern, & 


personnel as well as other industry 
personnel are eligible. Closing 
date is Dec. 1, and winners will be 


/announced Jan. 11, 1954. 


Publisher Appoints Fawcett 
James M. Fawcett, formerly 
with the Atchison, Topeka & Santa 
Fe Railway System, has been ap- 
pointed western representative for 


“The boy is not sure now what | the “Pocket List of Railroad Offi- | 


cials”’ and other publications of 
Railway Equipment & Publication 
Co., New York. His headquarters 
are in Chicago. 


each 


More Hands 


for THE DAILY OKLAHOMAN 


than for any other 
Sunday Newspaper 
in the Southwest! 


More customers reach for products adver 
Daily Oklahoman because more hands re 
newspaper than for any Sunday newspap 


tised in The 
ach for this great 
er in the Southwest. 


Yes, The Sunday Oklahoman is bigger than any 


The /ocally-edited, locally-printed Sunda 


that “national” supplements completely 
for no outside Sunday supplement cover 
as 2% of Oklahoma homes. 


BIGGEST SUNDAY NEWSPAPER in 


se 4 
LEK 


; ALS 


Wi yy 
7 “— 
~ 
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The Oklahom 
The Farmer-S 
WKY-TV and 
Represented 


If you're reaching for sales in the Southwest, do it with the 


Sunday newspaper in Houston, Dallas, San Antonio, 
Fort Worth or Tulsa. It delivers 77% coverage of urban 
homes in a major market of 1,543,400 people. 


y Magazine section 


of The Daily Oklahoman blankets a rich market 


miss... 
s as much 


the Southwest. 


: DAILY OKLAHOMAN 
KLAHOMA CITY TIMES — 


a Publishing Co. 
tockman 

WKY Radio 

by The Katz Agency 


FIRST COVER—Muggsy Spanier, jazz great, 
is featured on the first cover for ‘Chicago,’ 
| which expects to start monthly publication 


next September. 


Chicago Will Have 
| ‘Chicago’ by Fall 


Cuicaco, May 12—The country’s 
-second largest city may have a 
| magazine of its own next fall. 

The proposed publication, a 
monthly to be called Chicago, will 
try to steer clear of any compari- 
sons with The New Yorker and 

will be primarily concerned with 
Chicago scenes, stories and his- 
tory. It will carry many photo- 
graphs and few, if any, cartoons. 
The new _ publication’s rates 
have been established at $650 per 
b&w page and $1,000 for four col- 
ors. The publisher plans to estab- 
lish a minimum circulation of 30,- 
000 with the first issue, which will 
be published in September. A pilot 
issue, to show to potential adver- 
tisers, came off the presses this 


| week. 


® Behind the project is Maurice 
English, a roving journalist who 
was born here 43 years ago. A 
graduate of Harvard where he was 
editor of the “Crimson,” Mr. Eng- 
lish has been a newspaper man and 
free lance writer and during the 
war years was editor-in-chief of 
the International (shortwave) 
Section of National Broadcasting 
Co. He later joined the “Kip- 
linger Letter” as a senior editor 
and then moved to Pathfinder as 
an associate editor before return- 
ing to Chicago to launch the maga- 
zine. 

Interested backers for the pro- 
jected monthly include Charles 
Meyer, director of foreign admin- 
istration for Sears, Roebuck & Co.; 
Mrs. Borden Stevenson; Robert 
Hall McCormick Jr., and George 
Overton, senior partner with Tay- 
lor, Miller, Busch & Magner, Chi- 
cago law firm. 

Chicago’s offices are located at 
621 N. Dearborn. 


Pa. Department of Commerce 
Prematurely Abolished by AA 
In the April 27 issue, AA mis- 
takenly reported that the Pennsyl- 
vania legislature had abolished the 
state’s department of commerce, 
an agency which promotes Penn- 
sylvania outside the state for tour- 
ist and industrial development. 
The fact is that the legislation 
has been passed by the senate, but 
has yet to be passed by the house. 
AA has been informed that Penn- 
sylvania’s governor is_ against 
abolishing the department and that 
companion bills—to transfer the 
tourist promotion to the highways 
department and _ the _ industrial 
development activities to the de- 
partment of internal affairs—have 
been prepared for the legislature. 


Lanston Monotype to Arndt 


| Lanston Monotype Machine Co., 
Philadelphia, has appointed John 
Falkner Arndt & Co., Philadelphia, 
to handle its advertising. The ap- 
pointment also covers the Barrett 
Printing Calculator division of 
Lanston. Previously, Ecoff & 
_James, Philadelphia, handled the 
‘account, 
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Peoples Drug Stores, Inc., one of America’s lead- 
ing drug chains, found a promotion that always 
bolsters sales. It’s a combination of their March 
Bargain Jubilee Sale and a promotion of Saturday 
Evening Post Recognized Values. These are Post- 
advertised items which sell at regular prices. 


» 

_ 

And the results? When President George B. Burrus 
of Peoples Drug Stores, Inc., reviewed the first week 
of the promotion, he had this to say, “Our experience 
with these promotions convinces us that people buy 
more readily when they associate the product with 


‘The Saturday Evening Post name.” 


Pes 


. another Post success _ 


Thele 4th ennod ‘dbndies went on from 
March 5 to March 21. They took nine full pages of 
advertising in a leading Washington newspaper to 
bring pre-sold (by The Saturday Evening Post) cus- 
tomers to the Peoples Drug Stores for the purchase 
of Post Recognized Values. 


ere a5 


az, 
Plorirs 


F Mes NTE pened 


. Satees 


PF OPLES 


you CAN 
BEST QUALITY BUYS 


as, | 


 “gecoentze? pees: ‘y 

A ‘< Panta 
vanaes POST | 
Recognized y 


Value 


Big asset to thousands of drug- 
gists all over America is this 
seal of a Post Recognized Value. 
It immediately identifies the product as one that 
is advertised in the Post—the magazine that more 
people have more confidence in. 
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“You | can eet ‘beshaualiee buys—Post Recog- 
nized Values,” said counter display stands, pen- 


nants, and banners—and customers did. Items ad- 
vertised in The Saturday Evening Post are top 
names, well respected by millions and enthusias- 
tically supported by store personnel. 


-géts t 
| “the heart of America 


Surveys among readers of leading weekly maga- 
zines show: » Readers spend more time with the 
Post—return to it more often. » Readers believe 
the Post is more reliable. ® Readers pay more 
attention to advertisements in the Post and put 
more trust in Post-advertised products, 
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i Advertising Age, May 18, 1953 | A 


" iorlizi , Sunkist Backs ‘Super Circus’ Xaloy alloys, has appointed Boyl-| Promotes H. E. Whitehead 
Non Specializing Agencies Do Better J ob | Sunkist See tis Angeles, hart-O’Connor, Los Angeles, to) H §. Whitehead, since 1936 sales 


i 
: 
. . . ‘has signed to sponsor the last half hand!e its advertising. Abbott) manager for Canadian Cellucotton 

, for Client, Cecil Tells Agencies League lof American 'Bresdcasting Co-s|Kimball Co., Los Angeles, had the | Paris ‘Go Tans Hee en 
New York, May 12—An adver- | of variation in billing. Their risk | tehoviston show, “Super Circus,” @ccount previously. | promoted to v.p. in charge of sales. 
beginning June 7. Sunkist will | He will be responsible for market- | 


tising agency which does not goin jis not spread through a broad) 


for specialization does better for enough base of industry.” ‘promote frozen orangeade and Rochester Ad Club Elects ing and sales of Kleenex, Kotex 


and Delsey tissue. 


itself and its clients, according to| While he conceded that special- ‘Suds Lee Ranke ‘as ee | Joseph T. Adams, business man- m 

James M. Cecil, president of Cecil ization may be “a very sound cy. Kellogg Co. sponsors the first 28°" for the Democrat & Chronicle, White La — ) pI 

& Presbrey. 'method of getting established in| half hour. ‘aun ae da Maes ae ee | Ge ee — Nicosia st 
oo ; = ochester ub. ite m o., Englewood, 

Mr. Cecil, one of two speakers the agency field,” Mr. Cecil pre ; Other officers elected are Clifford |N.J., maker of Hall China lenge = 
at a meeting of the League of Ad- dicted less and less specialization | Appoints Boylhart-O’Connor 'S. Hewins, Ist v.p.; Fred S. Lewis, has appointed William Nicosia Ad- e 
vertising Agencies, participated in in the agencies of the future ex-| Industrial Research Laborato- 2nd v.p., and John W. Fotch, treas-| vertising, New York, to direct its 
a discussion on whether special- cept in the highly technical fields. | ries, Los Angeles, manufacturer of | urer. | Advertising. h; 

, ‘ 


ization or diversification is best | 
for an agency. 

“There are fields in which agen- | 
cy specialization pays off and | 
mainly they are fields of a highly | 
technical nature such as elec-| 
tronics, ethical medicine and the | 
architectural field,” he said. “Since | 
this specialized knowledge is hard | 
to come by and not too readily | 


available in the agency field, there 
seems to be a natural gravitation 
of advertisers in these technical | 
fields towards agencies possessing | 
corresponding technical knowl- | 
edge. Accordingly, there are ay 
number of agencies who have. 
built enduring and _ prosperous 


businesses in these fields. | 


s “There will always be a place | 


for this specialized skill, in my) 
opinion, but from the standpoint | 
of the agency owners each has to 
answer for himself whether the 
place is large enough in the sun 
to satisfy individual ambitions. 
In the very nature of things, tech- 
nical specialization of the kind 
just described imposes automatic 
barriers to growth in billing.” 

A non-specializing agency 
brings to the advertiser a contin- 
ually fresh viewpoint which is| 
“sharpened and expanded by the! 
agency’s constant and _ intimate 
touch with the problems of manu- | 
facturers in other fields who were 
wrestling with essentially the 
same basic problem,” Mr. Cecil. 
commented. 


| 
| 
| 
| 
| 


s “The major advantage of non-. 
specialization is the fact that ex- | 
perience in one field fertilizes | 
one’s knowledge and comprehen- | 
sion of another field.” 

A specializing agency runs the 
danger of being caught short in 
times of depression in its area of 
specialization or because of short- 
ages produced by war or strikes. 
“Agencies specializing in one in- 
dustry are subject to the extremes 


YOU CAN’T ARGUE 
WITH MAIL ORDER SALES! 


Mail order sales PROVE conclusively 
that a magazine is read thoroughly 
. » » ifs editors know their business 
and keep up-to-date on the latest 
. .. and the magazine has a cover- 
age that consists of loyol “buying” 
readers . . . ever ready to buy your 
product. 


If you have an item that is “‘coast- 
ing” elsewhere, let V.F.W. MAGA- 
ZINE give it a whirl and boost it 
into the “black’’. 


For a sample issue and complete 
information, write: 


GE A nacazne 


(Formerly Foreign Service) 

Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 
10 East 43rd Street 

New York 17, New York 


\ 


at’ll you do when the rain comes ‘found? Where’s your umbrella when 
higher costs, keener competition and m§rket changes come pouring down? 
And how about full-load output when deniand goes soft in your product line? 


It can happen, you know. .. in many fiekds those tough selling days we’ve been 
talking about are already here. But one goo@ wa\ to insure sales volume to- 
morrow is to start selling harder right now .. . py takgeting your advertising to 
key buyers in the markets with brightest expansign gutlooks. Like engineers in 
the Chemical Process Industries, for instance. 


The growth record here — in good times and bad — ic unmatched in any other 
field of manufacturing. So is the constant pressure for new equipment, better 
materials and methods. For chemical engineers are the most constructively 
discontented guys in the world . . . always itching for that superior product, 
the cost shortcut or a production speed-up. 


Nobody knows these process plant operators better than the editors of CHEM- 
ICAL ENGINEERING. For fifty years they’ve been sharing completely realistic, 
production-practical editorial stuff like — Shortcut to Heat Exchanger Design 
— Should Your Plant Produce Power? — What's Ahead for Nitric Acid? 


Nobody else in the field does a how-to job like this “workbook”. It’s applied 
chemical engineering buttressed smack against the industry’s hottest develop- 
ments and most demanding problems . . . currently petrochemicals, pollution 
control, corrosion — to sample a few for you. 


Any one of these may mean your big CPI sales opportunity . . . the reserve to 
put on your back for that rainy day, Why not push it wide open with a high 
readership, low-cost advertising program in CHEMICAL ENGINEERING? 


* 


CHEMICAL PROCESS 


Me Sore CP seling 


INDUSTRIES 
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Advertising Age, May 18, 1953 
( we) + } |plete restaurant where convention 

—? Action Licks visitors can examine all operations 
‘and then taste the results. Now 
in its sixth year, the co-op “Idea 


Demonstration Task 
Center” combines water heaters 
at Restaurant Show with dishwashers to clean china, 


Cuicaco, May 14—Cooperative glassware and silver upon which 
merchandising by suppliers of| food provided by other sponsors 
products unsuited for solo demon- is prepared by another exhibitor 
stration is proving its value this and served by waitresses wearing 
week at the national restaurant uniforms of still another company. 
exhibition in Chicago. 


Fifteen non-competitive firms | s Currently, the 15 tons of equip- 


have joined in setting up a com- ment is turning out food and bev-| 


| erages for about 1,” visitors to ble hydrogenated cooking oil. 


|the 50-chair restaurs: daily. Ex- 

hibitors point out ths: the center # Cooperative sponsors of the 
provides a picture < their prod- center include American Machine 
ucts under worki: = conditions. & Foundry Co. Lowerator division, 


The center also ser 
new cooking ideas 
Foods Corp. and Pr« 
research kitchens. 
Tie-ins also are used in demon- 


‘s to pass on 
‘rom General 
cter & Gamble 


|New York, dish dispensing equip- 
ment; Angelica Uniform Co., St. 
Louis, uniforms; Cory Corp., Chi- 
| cago, coffee making systems; Gen- 


Hotpoint units, for example, fry handling equipment; Hotpoint Inc., 
SeaPak shrimp in Procter & Gam- | Chicago, electric counter and cook- 


more engmee&ng-minded production men read 


e advertisers invest more pages in 


nont now for a rainy day? 


a (pam yur, CPl wtrattigy ? 


THE HANDBOOK OF SELLING ... for oldtimers 
in the market and newcomers as well. This is 
loaded with information to help you sell more to 
the CPI. A comprehensive, 64 page manual to guide 
your planning in industry's fastest-moving market. 


OVERSEAS BOUND — A booklet that points up 
your opportunities in the $15 billion-a-year export 
market . .. $2 billion right now in the CPI alone, It 
dvesn’t matter if you never sold a nickel’s worth 
abroad, if you're looking for new sales possibilities 
this material will be right down your alley. 


READERSHIP COOK BOOK . . . or how to write 
advertisements that chemical engineers will read. 
Here are all the ingredients to make your ads work 
for you .. . headline, copy and illustration tech- 
niques, size, color, It’s solid, practical “how-to,” 
based on the Advertising Research Foundation 
Study of CHEMICAL ENGINEERING ... . proven 
ad methods that influence purchasing in the Chem- 
ical Process Industries. 


GET ALL THREE! Write to CE’s Market Research 
Department, or ask your CHEMICAL ENGINEER- 
ING representative for copies. He'll be glad to 
show what you can do to keep pace with America’s 
fastest-growing industry. 


ewe 
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A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


| 2ral Foods Corp., New York, food | | 
strations at booths «{ Idea Center! and beverages; Hobart Mfg. Co.,| 7 
sponsors adjoining the restaurant. Troy, O., dish washing and food 


HARRY APELER has been appointed direc- 

tor of merchandising for Calkins & Holden, 

Carlock, McClinton & Smith, New York. 

Previously he was eastern regional sales 
manager of Lever Bros. 


ing equipment, and International 
Silver Co., Meriden, Conn., silver- 
ware. 

Others are Libbey Glass Co., 
Toledo, glassware; Procter & Gam- 
ble Distributing Co., Cincinnati, 
food preparation; SeaPak Corp., 
St. Simons Island, Ga., frozen 
seafood; Shenango Pottery Co., 
New Castle, Pa., chinaware; A. O. 
Smith Corp., Kankakee, IIl., water 
heaters; Stiller Equipment Corp., 
Boston, silverware _ washing; 
Tested Applicance Co., Chicago, 
water purifier, and John Van 
Range Co., Chicago, layout and 
counter equipment. 


Markets Large Pepsodent 

Lever Bros. Co., New York, is 
introducing a five-ounce economy 
size tube of Pepsodent chlorophyll 
toothpaste. It sells for 89¢, a con- 
sumer saving of 33¢ compared to 
the 43¢ size. A special introduc- 
tory offer, running through July 
17, offers dealers one tube free 
with every order of 11 tubes. Mc- 
Cann-Erickson, New York, han- 
dies Pepsodent advertising. 


Marsed Labs Appoints Wolf 


Marsed Laboratories Co., New 
York, has appointed Leonard Wolf 
& Associates to handle its market- 
ing and advertising campaign for 
Dietyn, new calorie-free sugar 
substitute. A test campaign is cur- 
rently under way in newspapers, 
radio and television on a sectional 
basis. The national campaign will 
also make use of these media. 


Oldershaw Joins Book Match 


Bert Oldershaw, formerly with 
Northgrave’s Ltd., Toronto, has 
been appointed sales manager for 
Book Match Ltd., Toronto. 


MALION > LARGEST TRADE TRRBITORY — 


The Fabulous Southwest 


EL PASO 


Metropolitan Area 
(El Paso County) 
Population 224,000 
Families 53,800 
Coverage Ratio 
Over 100% 


CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 
Population 555,200 
Families 142,900 
Coverage Ratio 59.2% 
From Sales Mg't. 1953 


The Zl Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 
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Thomas Reilly Joins FC&B 

Thomas P. Reilly, formerly with 
Ted Bates & Co., New York, has 
joined the media department of 
Foote, Cone, & Belding, New York, 
as a space .buyer. 


Fretz Names Gresh & Kramer 

R. Fretz Co., Philadelphia, maker 
of cracker meal, has appointed 
Gresh & Kramer, Philadelphia, to 
handle its advertising and mer- 
chandising. 


VSQ Brandy Sales 
Boosted by Use of 
‘Off-the-Beat’ Media 


| New York, May 12—An 8% de- 
cline in the brandy market as a 
whole in 1952 failed to affect sales 


of Coronet VSQ, which rose 6% | 


last year, according to Brandy 
Distillers Corp. 


COPY AND ART — OR THE COMPLETE 
PACKAGE ....COPY, ART, PLATES, PRINTING. 
SAMPLES AND DETAILS ON REQUEST. 


Johnstone & Cushing 


292 MADISON AVE., NEW YORK I7, N.Y. LEXINGTON 2-1980 


COMME 36 ror 


INDUSTRY — PUBLIC RELATIONS — EDUCATION — 
EMPLOYEE RELATIONS — COMMUNITY RELATIONS 

~ REPORTS ~— ADVERTIGING — 
MERCHANDISING — PREMIUMG. 


This successful swim against the 
tide was attributed by the com- 
pany to an effort to “reach people 
in markets seldom reached and 
more seldom thought of,” via ad- 
vertising in Ebony, True, 13 re- 
gional foreign language papers and 
newspapers in key brandy mar- 
kets across the country. 

The company also ran a sched- 
ule in Life to cover the “usually 
reached” market. 

William H. Weintraub & Co. is 
the agency. 


Westinghouse Boosts Parker 


William C. Parker, a member of 
the New York public relations 
staff of Westinghouse Electric 
Corp., Pittsburgh, has been pro- 
moted to public relations manager 
for the electric appliance division 
of Westinghouse in Mansfield, O. 


‘Heads Kansas City Ad Club 


Robert T. (Bob) Griffiths, for- 
merly executive secretary of the 
Sertoma Club, Kansas City, Mo., 
/has been appointed executive sec- 
retary of the Advertising & Sales 


MULTI-PURPOSE—Royal 


Typewriter 
New York, is making this decal available 
to its dealers for use on doors, windows 
or showcases. American Decalcomania Co., 


Chicago, produced it. 


Executives Club, Kansas City. He 
succeeds Roy R. Corey, who has 
entered the public relations field. 


Uncle Pete 


Philadelphia’s Pied Piper 


4 pe AGO, according to legend, The Pied Piper 
played and all the children followed. 


delivers more than 20 customers for a penny... 
customers for 19¢! 


or LOOO 


Co., | 


Saturday mornings in Philadelphia, “C’Mon to Uncle 
Pete’s” plays on WPTZ and the children of Philadelphia’s 
huge television market desert their games and, we must 
admit, their chores, to spend 11:00 to 11:30 with “Uncle 
Pete” Boyle and his program of cartoons, stories, 
and drawings. 


Not all the children, of ge a couple of hundred 
thousands of them. 251,233 to be exact! And there are 
adults, too. 


Pete Boyle is more than the conductor of children’s 
programs on WPTZ. He is the most invited, most visiting 
personality in Philadelphia television. 


With an ARB rating of 10.4, this modern Pied Piper 


WPTZ 


FIRST IN TELEVISION IN PHILADELPHIA 


NBC 


TV- AFFILIATE 


1600 Architects Building, Phila. 3, Pa. 
Phone: LOcust 4-5500 


When you participate in “C’Mon to Uncle Pete's”, Pete 
Boyle, himself, does your commercials, and your message 
is received eagerly by 58% of the entire Philadelphia 
audience tuned in from 11:00 to 11:30 Saturday mornings. 


Yet your fee per participation is only a modest $135... 
and even this can be shaved down under WPTZ’s sensa- 
tional new “45-12 Plan”. 


Right now, a few participations are available in “COMon 
to Uncle Pete's”. For details, give us a call here at WPTZ, 
or see your nearest NBC Spot Sales representative. 

“Uncle Pete” 


When does your selling in Philadelphia, 


Philadelphia is sold! 


“Uncle Pete” Boyle entertains a few of his young fans on studio location. 


SEC OE: See 
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Kobak Says That 
Researchers Must 


Prove Lack of Bias 


| PHILADELPHIA, May 12—It is the 
duty of those conducting a re- 
search survey to prove that no bi- 
as exists, Edgar Kobak, president 
of Advertising Research Founda- 
tion, told the Eastern Industrial 
Advertisers here last week. 

Publication of “Criteria for 
|Marketing and Advertising Re- 
| search,” by ARF, he said, marks 
another advance in establishing re- 
_liable research standards. 

“The principal tests of good re- 
search are outlined in this book- 
| let,”” Mr. Kobak said. “It becomes 
the responsibility of the seller to 
demonstrate that his work meets 
the tests, or else prove why a de- 
viation from them doesn’t change 
the results.” 

These criteria, he said, “can be 
| used as guideposts by those plan- 
ning a research study and also as 
a check-list to evaluate a study 
already completed.” 


} 


@ Mr. Kobak said that ARF has 
established “target dates” for is- 
suing a dozen reports to subscrib- 
ers during the next few months. 
These include several reports an- 
alyzing readership data compiled 
for the foundation’s continuing 
studies of newspaper reading, farm 
publications and business papers. 

Concerning the Continuing Study 
of Business Papers, for which ARF 
has conducted four readership sur- 
veys in cooperation with Associa- 
ted Business Publications, Mr. Ko- 
bak said that ARF is ready to 
serve industrial advertisers and 
business papers by making such 
studies whenever they are wanted. 

“As you probably know,” he 
said, “the ARF readership studies 
in no way conflict with the work 
or with the areas of operation of 
National Industrial Advertisers 
Assn... 

“Millions are spent every year 
for advertising research. But the 
field still lacks the research stand- 
ards and uniform methods re- 
quired in any field of scientific 
study. One of the foundation’s 
goals is to remedy this. 

“Today we have more than 100 
experts serving on various ARF 
committees and on our board. 
These are volunteers from our 
agency, advertiser and media sub- 
scribers. The job we want to do 
can’t be done overnight. But it 
| will be done, and done well.” 


Peru-Ecuador ‘Digest’ Planned, 
Indian ‘Digest’ Is Delayed 
Reader’s Digest in September 
will issue a separate Peru-Ecuador 
edition, Selecciones del Reader’s 
Digest, in Spanish. Guaranteed 
monthly circulation will be 75,000. 
| Single page b&w will be $320. 

| Publication of the new Indian 
edition of the Reader’s Digest (in 
| English) has been postponed from 
September, 1953, to January, 1954, 
because of “an unexpected delay 
'in completing foreign exchange 
‘arrangements in India.” 


Lady in White to Kimball 


The Lady in White, Los Angeles, 
| mail order company selling nurses’ 
uniforms, has appointed Abbott 
Kimball Co., Los Angeles, to han- 
dle its advertising and promotion. 
Consumer magazines and direct 
mail will be used. 


Canadian Salt to Stanfield 


Canadian Salt Co., Montreal, has 
appointed the Montreal office of 
\Harold F. Stanfield Ltd. to handle 
advertising for its rock salt. Pre- 
viously, the Montreal office of J. 
Walter Thompson Co. handled the 
account. 


Armor Specialties to Katz 

Armor Specialties Corp., Phil- 
adelphia, manufacturer of body 
armor and industrial safety cloth- 
ing, has appointed the Philadelphia 
office of Joseph Katz Co. to di- 
rect its advertising. 


ee 
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Recently we received an envelope from a branch 
manager of one of the country’s largest chains. 

It contained the remnants of the previous week’s 
issue of Supermarket News with the following note: 


“Enclosed are the remains of your last issue of 
Supermarket News after I deleted various items to 
send to key men, to put in the follow-up file for 

next year, and to use now and in the future idea file. 


After looking at the remnants of the paper the 
idea struck me that it was a pretty good testimonial 
to the usefulness of Supermarket News. Thanks. 
for the helpfulness of your paper.” 


That's just a sample of the kind of action news 
printed in Supermarket News is getting at the 
supermarket level. Supermarket operators base their 
decisions and actions on the facts and Supermarket 
News is the industry’s only national weekly news- 
paper—the only publication that gives them all 

the facts. 


In Supermarket News your message is in a 

“climate of action’’. It’s read as news, digested as 
news, but, most important, it gets the action of news. 
If it’s action you want for your product, your 

trade message belongs in Supermarket News—read 
weekly—read first for news and ideas. 


Supermarket News 


The Industry’s Weekly Newspaper 
A Fairchild Publication ¢ 7 East 12th Street, N. Y. 3 


Other Fairchild Publications: 


@ WOMEN’S WEAR DAILY @ MEN’S WEAR 

@ DAILY NEWS RECORD @ FINANCIAL MANUAL 

@ RETAILING DAILY © AAT.T. PAPERS — 

@ FOOTWEAR NEWS © BLUE BOOK DIRECTORIES 
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One high volume year leads to another! For more 
than a decade New York grocers have displayed 
an Pte deiwe 9k almost unanimous aed 


+ cpen ean in 
vertising is the result of years of immediate over- 
the-counter sales action, the same kind of action 


that can move merchandise over your counters 
- you gear your sales messages to every member _ 
E.. the aoe: when they're together at home and 


For a ‘woes slice is the New. York market, use 
New York's largest home-going newspaper 


112,000 families more than the second evening 
_ paper; 264,000 more than the third. 
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Chicago Starts TV Fund Drive 


The Chicago Educational Televi- 
sion Assn. has launched a drive 


Twice every month 
YOUR TOP | Sells 7 
SALESMAN | out of 

IN THE 

DAKOTAS | farmers 


No other salesman or dealer 
can match that record 


"DAKOTA 


FARMER 
Dakotas Own Magazine 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Manoger 


every 10. 


!for $1,100,000 to finance organiza- | 
tion and two years’ operation of 
non-commercial TV on Channel 
11. The Ford Foundation has 
| promised $150,000 and the Chicago 
Board of Education will contribute 
a $150,000 station to be set up in 
a vocational school. Edward L. 
Ryerson, chairman of Inland Steel 
Co.’s executive committee and 
fund drive head, said that the 
|group expects to obtain the re- 
maining $800,000 by June 2, from 
individuals and companies in the, 
60-mile service radius of the pro- 
| posed station. 


‘De Soto Promotes Three 


James L. Wichert, Detroit re- 
gional manager for the De Soto) 


division of Chrysler Corp., Detroit, tHe OLD AND THE NEW—At the left is an old-time Fanny 
; - its high counters and prim-looking white in- 
and sales promotion director. HE | terior. When the modernization program is completed, at a 


has been promoted to advertising former shop with 


succeeds the late Karl H. Bronson. | 
E. G. Bath, Omaha regional di- | 
rector, succeeds Mr. Wichert. 


Names Hill & Christopher 

| Kraloy Plastic Pipe Co., Los An- 
| geles, has appointed Hill & Chris- 
| topher, Los Angeles, to handle its 
advertising. 


I like to judge an 
agency by 


Well, for 


* 


Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
Derby Foods, Inc. 

The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 


take a look at the 
Needham, Louis & Brorby* roster. 


By Lawrence Bernard 


ROCHESTER, May 12—-Candy 
makers usually go into business, 


|ma” has a favorite recipe with 
which everyone has said she could 
make a mint. 
Not so John D. Hayes, 69-year- 
C7 old president of Fanny Farmer 
advertising a anon, 


the clients it keeps. 


turing candy re- 
tailer. Once a 


wholesale lum- 
ber business, he 
switched to can- 
dy because he 
enjoyed eating it 
—to the tune of 
more than half a 
pound daily, 
which he still does. 

A company that has operated 
these past 40 years “pretty much 
along our own ideas” and “without 
too much guidance by government 
economists and so on,” Fanny 
Farmer is now in the throes of a 
nationwide expansion and mod- 
ernization program. It has recently 
completed a repackaging program, 
announced a retail price cut and 
is just beginning to get acquainted 
with its first new advertising 
agency in 12 years. 


John D. Hayes 


a list of leaders, 


# From one shop in one city, the 
company has expanded to some 
400 shops in about 200 cities. From 
scratch, in 1913, sales last year 
totaled a record $17,494,351 and 
the company’s 100th consecutive 
dividend equalled $1.73 per share. 
If sales don’t top $20,000,000 in 
1953, President Hayes will be a 
|disappointed man. 

| One way Fanny Farmer hopes 
ito achieve this goal is through its 
modernization and expansion pro- 
gram and the packaging, merchan- 
dising and advertising transition, 
now under way. 

Latest evidence of the change 
was a few weeks ago when Fanny 
Farmer announced a reduction and 
adjustment to a one-price policy 
for its entire line. A pound box 
,can be had for $1.20 and succeed- 
‘ing pounds for $1 additional. A 
|\few distinctive assortments are 
‘tabbed at $1.45, but, practically 
speaking, Fanny Farmer is revert- 


Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 

Swift & Company 

Wieboldt Stores, Inc. 


price trademark. Generally, the 


reduction averages 10%. 


® Candy companies today, espe- 


izing on a high-price selling econ- 
omy, John Hayes says. But he 
believes the day has come when 
|consumers are becoming price 
conscious even for the sweet tooth. 

This isrf’t the reason now, but 


Chicago the last time John Hayes reduced 
New York prices on his products he did it 
Hollywood to get his company out of a jam 

Torento —and it worked. The depression 


so the story goes, because “Grand- | 


Inc., the world’s | 
largest manufac-| 


ing to its pre-World War II one-| 


one at the right, i 


John Hayes Brings Fanny Farmer 
to the Top in Candy Shop Business 


was at its nadir and buying candy 
/was a far thought from the minds 
|of most people in 1933. 

| As the cost of raw materials 
‘dropped, Fanny Farmer pushed 
prices down from 80¢ to 60¢ a 
pound, two pounds for $1. In- 
‘creased sales kept the company 
climbing up the black ledger right 
through those dark days. 

The only year, in fact, when the 
|profit picture wasn’t bigger than 
the year before, was 1951 when it 
slumped to $440,000, the result of 


partner in aj|inflation and an unyielding OPS | 


|which wouldn’t grant a 5¢ per 
|pound price increase. OPS finally 
| id. 

|# About the same time prices 
/were reduced, the candy maker 
|/announced the appointment of a 
|new advertising agency, Charles 
L. Rumrill & Co. in Rochester, ef- 
fective next Sept. 1. 

For the past 12 years J. Walter 
Thompson Co. has been handling 
Fanny Farmer. Previous to that 
it was McCann-Erickson. 

Mr. Hayes explained that the 
company has been very satisfied 
with JWT, but it now needs a 
contact man who would be just 
around the corner instead of near- 
ly 400 miles away in New York. 

The advertising appropriation 
this year is about the same as in 
1952, roughly $300,000. Mr. Hayes 
estimates that this is about one- 


lar operations spend, though he 
still considers his company an ad- 
vertiser “in a small way.” And he 
believes its growth was due most- 
ly to word-of-mouth praise. 


vertising has emphasized quality 


ling a market survey. Unless the 
‘agency turns up something start- 
| ling, chances are future promotion 
| will stress the same two points. 

Both of these factors—quality 
and freshness—are a strong selling 
point to Mr. Hayes, when he’s 
planning advertising or when he’s 
telling a reporter the story of his 
company. 

“Nobody,” he says stubbornly, 
“can buy better foods than Fanny 
Farmer. It doesn’t make any dif- 
|ference what it costs; we always 
have the best.” Proudly he points 
out that every Fanny Farmer shop 
receives fresh supplies every 48 
hours and that not one of them is 
more than 250 miles away from a 
Fanny Farmer factory, which he 
calls a “candy studio.” 


cially the newer ones, are capital- | 


@ There are eight of these “stu- 
dios,” in Minneapolis, Milwaukee, 
Detroit, Cleveland, Harrisburg, 
Cambridge, Mass., and New York 
and Rochester. A company-owned 
fleet of 37 trucks carries their out- 
put to the shops. All told, there are 
3,300 people engaged in the busi- 
ness of making and marketing 
‘Fanny Farmer candies. 


third more than most other simi- | 


s In the past, Fanny Farmer ad-| 


cost of $10,000 to $20,000 per store, stores will look like the 


n New York’s Rockefeller Center, showing 


color-speckled walls, modern fixtures and wider display areas. 


The average Fanny Farmer shop 
does a gross of nearly $50,000 
yearly. 

A shop manager, who is always 
a girl, is in complete charge of 
/her store and although it is com- 
pany-owned she is instructed to 
run it as if it were her own. Mr. 
|Hayes likes to conduct his busi- 
ness “along the lines of the Gold- 
en Rule.” 
| 
| @ When the OPS agreed to the 5¢ 
per pound price raise, Mr. Hayes 
| took stock of his setup and decided 
|that something more was needed 
'to put profits into a solid climb. 
|Store modernization and repack- 
| aging the product were among the 
|conclusions reached. 

By a process of evolution, the 
usual white decor and high coun- 
ters are giving way to touches of 
color and easily accessible show- 
cases with wider display areas. 
The’ traditional sombre-looking 
black-and-white box with a brooch 
picture of Fanny Farmer has been 
replaced by a _ simplified gold, 
brown and white box for added 
gift appeal. 

Expansion is proceeding rapid- 
ly. Mr. Hayes says he will open 
at least 18 new shops across the 
country by the end of the year. 


. In the candy business, the box 
| plays an important role. One of the 
'things Mr. Hayes would like to do 
| via the new box (and the reduced 
price) is to sell more two-pound 
assortments. At one time two- 
pound boxes accounted for 70% of 
| Fanny Farmer business. Today it’s 
| Sem 
Gift-giving is another’ area 
'where Mr. Hayes would like the 
company to do better. Roughly 
‘three-quarters of Fanny Farmer 
| sales are made to people who take 
| the candy home; the rest is to gift- 
| givers. 
The younger gift-giving genera- 


and freshness. Rumrill is now do-| 


&xIO / 
GENUINE 
GLOSSY 
PHOTO 

ta Quautitics 


BETTER! 


Repr oduction negatives 
where required... $1.35 
additional (each subject) 


PHOTOMATIC co. 


53-59 E. Illinois St., Chicago 11, Illinais 
Phone: WHitehall 4-2920 
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When you’re shooting for sales in industry, you're 
trying to hit a moving target. 


The men we are selling today are not the same men we 
sold yesterday—nor are they the same men we will 
be aiming at tomorrow. 


We all know this. But perhaps we haven’t realized just 
how fast the industrial sales target moves. 


Here is what a six-year study of one corporation revealed: 


IN JUST SIX YEARS, 4 0% TURN-OVER IN 
THERE WAS A O EXECUTIVE PERSONNEL 


pEAO RETIRED 


promore? pEAP 


2 5 
perineD apansrerees 


‘ @ 3 


Source: U.S. STEEL Study of Customers 


Here’s another case. Recent studies of the metalwork- 


ing industry in Erie, Pennsylvania showed that, in a 
three-year period, 56% of the companies had placed 
new men in one or more top positions! 


Promotions, deaths, retirements, and transfers cause a 
surprising rate of change. There is always a crop of 
new men coming on to fill jobs of greater responsi- 
bility —taking the places ef the men who have moved 
out of the picture. 


But the target moves in still another way. It keeps 


getting bigger. The metalworking industry, for example, | 


doubled its volume from 1940 to 1950, when production 
hit $81.5 billion. Since then the figure has climbed to 


$106 billion. By 1960, this world’s largest industry 
will top $120 billion in sales. 


Making your sales keep pace with industry calls for a 
bigger selling job today ...and one of your soundest 
aids will be a consistent advertising program prepared 
and carried out by your advertising agency. These men 
know how to keep sales-stimulating information flow- 
ing out to your markets—hitting not only today’s buy- 
ing targets but also educating and winning over the 
younger men who will move into the buying positions 
in the years ahead. 


The target never stands still, We must move and 
grow with it. 


™ PENTON fousing 


PENTON BUILDING e CLEVELAND 13, OHIO 


- The target that never stands still! ; 
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tion wants fancy packaging on its colored wrapping paper. But the! 
candy, Mr. Hayes thinks. With this Fanny Farmer price—even with. 
in mind, he has restyled his pack- the distinctive $1.45 assortments 
age right down to the twine and which are made with gift-givers in 
mind—will be a tough obstacle. 
Generally, people like to pay more 
money than $1.45 when_ they buy | 
candy as a gift. 

Mr. Hayes firmly insists that the| 
“best” pound of candy can be put 
into the best possible box and 
made to sell for $1.50. A higher | 
price, he maintains, is simply) 
catering to the gift-givers’ self- 
satisfaction, which he apparently 
refuses to do. 


TOPFLIGHT 
CONCERNS 
RENEW AND RENEW 


World renowned companies subscribe 
to the Clipper Service year after year 
Why? They tell us, “It’s inspiring!’ 
that single ideas gleaned from its 
pages have paid for many issues! 


LOW COST—TOP QUALITY 


Clipper Art has to be top quality, 
modern and om -to-date to win renew- 
als from our blue chip users. CLIPPER 
quality art is for ———— cost 
is only $15.00 per month 


(SUPPER 


Chive ART SERVICE, 


'@ It was very much a case of self- | 

satisfaction when John Hayes went | 
into the candy business by opening | 
a shop in Toronto in 1913. He and | 
his brother-in-law were both 
sweets lovers. What better reason 
to go into the business? 

The shop was named Laura Se- 
cord, after a Canadian national 
heroine. It did well. Within six 
years there were eight Laura Se- 


Whit FOR FREE SAMPLES 


INC. 


MULTI-AD SERVICES, 


cord shops in Canada (now there 
|} are 101) and the partners decided 


105 Walnut St. + Peoria, lilincis 72 


Complete Your 
Merchandising Chain 
with Catalog Covers 


When your sales promotion 
drive brings an order within 
reach, depend on Heinn Loose- 
Leaf Binders to help you cinch 
it! Closing sales becomes easier 
when a Heinn three-dimen- 
sional cover keeps your cata- 
log spotlighted . . . when all 
catalog information is in 
sequence and up to date. Like 
leaders in nearly every indus- 
try, you can expect positive 
sales action with Heinn cus- 
tom-styled catalogs or man- 


uals... at the lowest oper- 
ational cost per unit per 
year! 


MAIL THIS COUPON TODAY 
THE HEINN COMPANY 


r 
| 

| 

| 320 W. Florida St., Milwaukee 4, Wis. 

; Information, please. 

1 [_] Salesmen’s Carrying 
| Cases 

| [_] Acetate Envelopes 
[_] Salesmen’s Binders 
| 


[_} Catalog Covers 

[_] Proposal Covers 

[] Easel Presentations 
[_] Price and Perts Books 


Manuals 
[_} Plastic Tab Indexes 


| 

| 

| 

| 

| 

[ } Sales and Instruction 
| 

[] Sales-Pacs ; 
| 
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PACKAGING CHANGES—The new Fanny 
in gold and brown and reads, “Fanny Farmer candies.” To the right, the old-style 
black and white box features the stern face of Fanny Farmer, famed cook book 


author, ond the phrase, “Old time Fanny Farmer candies.” 


Farmer pockage, at the left, is decorated 


Not shown is an entire- 


ly new line of holiday gift boxes and special assortment boxes which the company 


has added. 
to enter the U. S. market. 
Two shops were opened in W, S. Edmiston Dies; 
Rochester, named after Fanny 


Merritt Farmer, author of the fa- 
mous “Boston Cook Book.” With- 
in two years the American com- 
pany was grossing about $470,000. 

Following expansion into Syra- 
cuse, Utica and Buffalo, Fanny 
Farmer opened three shops in New 
York in 1923. The same year a 
“candy studio” was bought in 
Minneapolis. 

When the depression hit, Fanny 
Farmer had several more plants 
and about 80 shops. With the re- 
tail price cut in effect, Fanny 
Farmer weathered the depression 
in good shape..and continued its 
expansion right up to World War 
ade 


@ Today, there is no manufactur- 
ing retailer of candy (as distin- 
guished from wholesaler retailers 
like Schrafft’s and Whitman’s) 
that approaches the volume of 
Fanny Farmer. In second place is 
Loft Candy Corp. with an annual 
volume of a little more than $15,- 
000,000 through some 200 stores. 
Barricini Candy Shops does an es- 
timated $11,000,000-$12,000,000 in 
about 40 outlets. 

Rounding out the big guns in 
manufacturing-retailing is Barton 
Inc., whose 56 stores do $8,000,000- 
$9,000,000 annually. Barton, in- 
cidentally, is an unusual operation 
in that all of its stores are closed 
from sundown Friday to sundown 
Saturday and on all other Jewish 
religious holidays through the 
year. Considering the business that 
is lost weekly, plus losses for 
candy-giving occasions like Moth- 
er’s Day and Easter Sunday, the 
Barton sales picture is admirable. 


@ The success of Fanny Farmer in 
the fresh candy field—part of an 
industry which grossed nearly $1 
billion last year—becomes even 
more remarkable when you learn 
(not by outward indications, but 
when he calls it to your attention) 
Hayes has been almost 
totally blind for many years. 
“My vision is very bad. For 30 


| years I haven't been able to make 
|}out a face. I think that’s helped 


' Norge division, 


me to understand people.” 


GLENN T. THOMPSON 
Cuicago, May 12—Glenn_ T. 
Thompson, 44, manager of the 
market analysis department of the 
Bor g-Warner 
Corp., died May 3 after a long ill- 


ness. Prior to joining Norge in 
1950, Mr. Thompson had been a 
member of the market research 


staff of Hotpoint Co. 


Mrs. Kaller Joins Fiberglas 


Mrs. Nancy Jo Kaller, formerly 
director of retail promotion for 
Virginia+Carolina Chemical Corp., 
has joined the decorative fabrics 
division of Owens-Corning Fiber- 
glas Corp., New York, as retail 
merchandising director. Mrs. Kal- 
ler will supervise all promotional 
and merchandising operations. 


Former Publisher of 
‘Western Farm Life’ 


DENVER, May 12—W. S. Edmis- | 


ton, 76, former owner of Farm Life | 
Publishing Co., publisher of West- 
ern Farm Life, died Sunday after | 
several months’ illness. 

Born in Nebraska, Mr. Edmiston | 
joined the advertising staff of the| 
Omaha Bee after leaving the Uni- | 
versity of Nebraska. He _ then) 
worked for William Randolph 
Hearst in New York for several | 
years before purchasing the Chey- 
enne Leader in 1907. He sold the 
Leader and bought the Trans-Mis- 
sourt Farmer & Rancher in 1911.) 

In 1914, Mr. Edmiston formed | 
Farm Life Publishing Co. with two 
associates whom he later bought 
out, and operated the company | 
until 1949 when it was sold to} 
Fred A. Seaton, a member of the 
Nebraska senate. 


ANTHONY J. MATH 

NEw York, May 14—Anthony J. 
Math, 53, board chairman and 
vresident of Sinclair & Valentine 
Co., manufacturer of printing ink 
and allied products, died yesterday 
it St. Clare’s Hospital. 

Mr. Math began his career with 
Sinclair & Valentine in 1915. He 
verved three successive terms as 
sresident of National Assn. of 
Printing Ink Makers, and was 
elected first president of Printing 
nk Research Institute, which he 
1elved to establish. He was a past 
president of the Executive Assn. of 
New York, a member of the educa- 
tion council of Graphic Arts In- 
justry Inc., and one of the direc- 
tors of the Graphic Arts Library at 
Columbia University. 


F. HOWARD HOOKE 


New York, May 14—F. Howard. 


Hooke, 90, founder 
publisher of Financial Age, weekly 
publication, died yesterday at a 
nursing home in Yonkers, N. Y. 


WALTER GREENLEE 

New YorK, May 14—Walter 
Greenlee, 62, v.p. of James E. Pep- 
per & Co., distiller, an affiliate of 
Schenley Industries, died yesier- 
day in Glendale, Cal., while on a 


business trip. Before joining 
Schenley in 1935, Mr. Greenlee 
was associated with Pabst Brewirg 
Co. 


Born in St. Paul, he worked on 
weekly newspapers in Minnesota 
before joining the advertising de- 
partment of Pabst in Milwaukee. 
in 1937 he was named v.p. in 


charge of advertising and saics_ 
promotion for Schenley Products| 


Co. From 1943 to 1947 he was v.p. 
of Owen & Chappell. He returned 
to Schenley the following year. 

He was a member of the Adver- 
tising Club and Executives Club 
of New York. 


Libertyville, 


and former | 


+m 
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Advertising Age, May 18, 1953 


Frank H. Just Dies; 


Was Publisher of 


Waukegan Daily 


WAUKEGAN, ILL., May 12—Frank 
Hampton Just, 81, editor and pub- 
lisher of the Waukegan News-Sun 
and owner of WKRS here, died 
May 10. Mr. Just, who lived in 
Ill., underwent an 
emergency appendectomy shortly 


' before his death. 


Born in Rockford, the son of a 


| harness maker, Mr. Just left school 


after sixth grade to become an 


‘apprentice in the print shop of the 


| Waukegan Gazette. Four years 
‘later he became publisher of the 
Headlight, Harvey, IIl. 

Operating the Waukegan Daily 
Sun from 1906 to 1911, he entered 
the garage business in Libertyville, 
|returning to publishing five years 
‘later when he established the 
| Lake County Register, Libertyville. 
|In 1921, he became publisher of 
‘the Waukegan Daily News, com- 
bining it with the Sun in 1930. 


| 
NAN MASTIN HALLOCK 

NEw York, May 12—Mrs. Nan 
| Mastin Hallock, 38, advertising 
manager of the local office of 
Yardley of London, died yesterday 
after a long illness. 
| She was born in Newark and at- 
| tended Virginia Intermont School, 
Bristol, Va. Her first experience in 
|advertising was with Davis, De- 
laney & Co., Rochester, N. Y., 
|printer. After World War II, she 
| joined Associated American Artists 
heme, and shortly afterward be- 
leame advertising and promotion 
~ | manager of Yardley’s New York 
‘office. Mrs. Hallock was a member 
of Advertising Women and Adver- 
'tising Club of New York. At one 
| time she was active in organizing 
| therapy classes in advertising art 
‘for patients at Kingsbridge Veter- 
/ans Hospital. 


WILLIAM L. LOVE 

DautLas, May 12—William L. 
Love, 52, died here last Sunday 
night following a siege of pneu- 
monia. He was president of Petro- 
leum Engineer Publishing Co. 

Mr. Love did postgraduate work 
at the University of Kansas in sci- 
ence and for a while taught physics 
and chemistry and served as prin- 
cipal of a Kansas high school. He 
became advertising director of 
Barrack Publishing Co., Kansas 
City, Mo., after that and joined the 
staff of Oil & Gas Journal in Tulsa 


in 1927. 
In 1929 he went to work for 
Petroleum Engineer, which then 


/had offices in Tulsa, as advertising 
director. He moved to Dallas when 
the company moved its offices here 
jin 1931. 

He became v.p. of the company 
in 1934 and president in 1940. 


HENRY E. DUNN 

New Yor«;- May’ 12—Henry E. 
/Dunn, 84, president of Bradstreet 
Co., credit agency, until his retire- 
'ment in 1927, died May 10 after 
‘a lingering illness. Mr. Dunn joined 
the old Bradstreet organization, 
' which was merged with R. G. Dun 
_& Co. in 1934 to form Dun & Brad- 
street, as an office boy and be- 
came president in 1904. 


SIDNEY A. KIRKMAN 

New York, May 12—Sidney A. 
Kirkman, president of Kirkman & 
Son, soap manufacturer, before its 
merger with Colgate-Palmolive- 
Peet Co. in 1933, died May 10 after 
a brief illness. 

He succeeded his father, the late 
Alexander S. Kirkman, founder of 
the company, shortly after the turn 
of the century. After its merger 
with Colgate, Mr. Kirkman re- 
tired from active business. 


Caruso to Warwick & Legler 
H. J. Caruso, West Coast Dodge- 
Plymouth dealer, has appointed 
the Los Angeles office of Warwick 
& Legler to handle its advertising. 
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LATEST 
CIRCULATION 
NEWS 


PROGRESS 


York Post j Z 


New ALL-TIME 
HIGH in 
CIRCULATION 


Averaging 


420,24 — 


Net Paid Sale Mondays through Fridays DURING FIRST QUARTER 1993 cross 
: _ 


NEW YORK POST CIRCULATION 
HAS DOUBLED IN THE PAST 9 YEARS! 


ADVERTISING RULLETIN: 


New York Post continues FIRST among all evening papers in following classifications: 


@ TOTAL RETAIL ® FURNITURE AND HOUSEHOLD STORES 
@ TOTAL CLOTHING STORES ® REAL ESTATE DISPLAY 
a WOMEN'S CLOTHING STORES = AMUSEMENTS 


@ BROOKLYN DEPARTMENT STORES mw HOTELS AND RESORTS 
. Source: Media Records, Inc. First Three Months of 1953 


This advertising leadership reflects the tremendous pulling powei of the New York Post 
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So! Pretty Girls 
Are Useful for 
‘Queen’ Photos 


New York, May 13—The les- 
son for today, gentlemen—if you 
can put all distractions out of your 
mind—is how to get the most 
mileage out of the “Queen” gam- 
bit. 

Judging by the popularity of 
“Queens” with advertisers, their 
agencies and publicity represent- 
atives, a babe in a bikini must give 


"YONNE SAYS: Guess whose 


CAKE MIX SELLS BEST 
in Bayonne 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


the sales curve an upward twirl. 

Anyway, if you’re toying with 
the idea of putting a little sex ap- 
peal into your product with the 
cash register in mind, here are a 
few tips from photographer Barry 
Kramer, who snaps “Queens” all 
the time. 


® The most important element, 
according to Mr. Kramer, is the 
model. “She must be pretty, have 
a good figure, and she should be 
new—that is, her face should be 
a new one for photo editors.” | 

Next, “try to make the model’s 
costume (usually a_ two-piece 
bathing suit) out of the product 
you are handling.” Mr. Kramer 
cautions against the use of obvious 
brand signs in the photo since most | 
editors will kill the picture, or} 
air-brush “too contrived” signs. | 

“The picture must show off the 
legs, face and bustline to best ad-| 
vantage,” says Mr. Kramer. “Don’t | 
| look around for a free model; pay a 
|'model fee and get a beautiful girl 
/who will enhance the photo. Al- 
'ways shoot for a_ one-column 
'photo—the girl standing up. It’s 
easier to hit the newspapers that) 
way. 


s “Shoot against either a plain 
light background, or use the prod-| 
uct itself as the background. If 
your product is potato chips, spread 
them around on the floor and have 
the Queen sit in the center. 

“And remember: If and when) 
/you do get a break (the ‘Queen’s’ | 
|pic in the papers), use the photo) 
in promotional pieces.” Mr. Kramer | 
| believes too many advertisers set- | 
(tle for the appearance of their | 
|photo in the dailies, failing to 
‘merchandise the shot thereafter. 


fit 


demands the utmost skill and 
constant application of a wide vari- 
ety of techniques: here at WASHINGTON 


every job, big and small, gets the bene- 5 


Hose.” Ensconced in the billfold is Cindy 
bia Walescraft Ltd. Jeanne Williams, the 
National Meat Products, 


| 


SALES CURVES—According to Photographer Barry Kramer, New York, who caught 
them in action, these “queens” carry around with them a special ability to boost 
product sales. At top, he says, is Mode! Dru Avedon, posing riskily as ‘Miss Shannon 


Heller, ‘Wallet Week Queen” for Colum- 


red-hot lass at bottom, is pushing Hebrew 


as “Frankfurter Queen.” 


Agencies Vie for Account 


| The National Guard Bureau, 
Washington, has chosen five agen- 
cies to make a formal presentation 
for the department’s advertising 
account during the fiscal year 
1954. The agencies are Albert 
Frank-Guenther Law Inc.; Robert 
W. Orr & Associates; Ross Roy 
Inc.; Ruthrauff & Ryan, and Van 
‘Sant, Dugdale & Co. The agency 
| chosen will begin servicing the 
account on July 1, 1953. 


of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY Winning Leaves Gundlach 


Ross J. Winning has resigned as 
118 S. Clinton Street v.p. and director of G. P. Gund- 


lach Co., Cincinnati dairy industry 
Chicago 6, Illinois consulting and advertising agency, 
|to form his own dairy consulting 
land advertising business. 


FRanklin 2-6343 


Benn, Geisse Join Doremus 


TY. Alexander Benn, formerly 
with Merrill Lynch, Pierce, Fen- 
ner & Beane, New York invest- 
ment counselor, and Harold L. 
Geisse Jr., previously editor with 
Liveright Publishing Corp., have 
joined the copy and public rela- 
tions departments, respectively, of 
Doremus & Co., New York agency. 


Huber Hoge Promotes Three 


Edward L. Kushins, v.p. and 
general manager, has been pro- 
moted to executive v.p. and assist- 
ant to the president of Huber Hoge 
& Sons, New York agency. Suc- 
ceeding Mr. Kushins as v.p. and 
general manager is Leon Appel, 
art director. Philip Steinberg has 


‘been named v.p. and comptroller. 


| b&w pages will run 


Advertising Age, May 18, 1953 


Psychologist Tells 


How in New Volume 


Aimed at Salesmen 


New York, May 13—Richard W. 
Husband, Iowa State College psy- 
chology professor, takes a 306- 
page look at selling . techniques 
in his book, “The Psychology of 


Successful Selling,”’ published to- 


day by Harper & Brothers. 

As Prof. Husband states in his 
preface, the book is aimed at lead- 
ing sales fields and not concen- 
trated on specific lines. Included 
are sections on sales tactics, select- 
ing salesmen and a short review of 
the customer viewpoint. 

Sprinkled with examples of good 
and bad pitches, the book con- 
cludes with a “self-examination 
for the ambitious salesman,” a 100- 
statement pep talk in itself. 

Price of the book is $3.95. 


Sylvania Introduces Radio 
The radio and television division 


-of Sylvania Electric Products Inc., 
| Buffalo, will introduce a new radio 


with the offer of a Tartan Toter 
picnic basket with each purchase. 
The offer will be promoted with 
two-color half-page ads during 


\June and July in Holiday, Life, 
| Look, The Saturday Evening Post 


and Sunset Magazine. Fractional 
in business 
publications and newspapers and 
dealer support will also back the 
drive. Roy S. Durstine Inc., New 
York, is the agency. 


Direct Mail Gains 6% 


The estimated dollar volume of 
direct mail advertising during the 


|first three months of 1953 was 


about $313,925,404, according to 
the Direct Mail Advertising Assn.., 
New York. This represents a gain 
of approximately 6% over the first 
quarter estimate of 1952. For 
March, 1953, the estimated dollar 
volume was $113,955,380, a gain 
of approximately 1314% over the 


March 1952 figure of $100,214,425. 


_Penberthy to Comstock Co. 


Penberthy Injector Co., Detroit, 
has appointed Comstock & Co., 
Buffalo, to handle its advertising, 
effective July 31. Intensified pro- 
motion is being planned for the 


|company’s complete line of sump 


pumps, steam specialties, gauges 
and gauge valves. Previously, Witte 
& Burden, Detroit, handled the ac- 
count. 


Lyon Opens Sioux City Office 

W. D. Lyon Co., Cedar Rapids, 
Ia., agency, has opened an office 
in the Orpheum Electric Bldg., 
Sioux City, Ia. H. Don Carlos, 
account executive, has been ap- 
pointed manager. 


0 tte 


Premium Promotions. Special- 
ists in Premium Coupons, 
Certificates and Catalogs. 

Trading Stamps, Collec- 4 
tion Books, Outserts 4 


a —_______________ 
EUREKA SPECIALTY PRINTING CO. 
567 ELECTRIC STREET, SCRANTON 9. PA 
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Nt tery Oe Nester gy 


IN THE COMPANION YOU CAN BE THE SUBJECT 


“Vitally important for advertisers,” says Steve Bowen, Tatham-Laird Media Director 


More than 4,400,000 women buy every issue of the COMPANION analysis, are the interests of the cosmetics or toiletries advertiser, 
7 to learn more about the care of their looks, their homes, their the food advertiser, the appliance advertiser, the clothing adver- 

health, their husbands . . . and their more than 4.325.200 tiser, the home furnishings advertiser. For in the COMPANION, 

children. Home product ads, therefore, do not change the home products are the subjects on the reader’s mind. 


subject. They are the subject. Ads and service articles in the COMPANION are not competitors. 


Stephen G. Bowen of Tatham-Laird is shown here discussing They're good companions . . . profitable companions. 
the significance of this finding with COMPANION representative 
Walter S. Trude, Jr. 


In the COMPANION, more than 4,400,000 women are genuinely 
interested in what home products advertisers have to say. 


() MPANION 


CURRENT CIRCULATION MORE THUAN 4,400,000 


j Unlike general magazines, the COMPANION is edited specifically 
for women. It caters to their interests . . . which, in the final 


The Crowell-Collier Publishing Company — 640 Fifth Avenue. New York 19. N.Y. — Publishers of Woman's Home Companion, Collier's, The American Magazine 
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Duane Jones Wins 
Second Court Test 


(Continued from Page 1) 
didn’t benefit from the “dismem- 
berment” of the Jones company. 

5. But the remaining defendants 
“acted out” a conspiracy “in breach 
of fiduciary duty” and “wrongful- 
ly appropriated to themselves sub- 
stantial assets belonging to plain- 
Ad 


s Judge Breitel (along with Judge 
Bergan) favored affirming the 
judgment in favor of Mr. Jones “in 
all respects,” including the liabil- 
ity of Mr. Burke and Mr. Hayes. 

In Judge Breitel’s view, “there is 
ample evidence to support the ver- 
dict of the jury.” He declared that 
Mr. Burke “guided and abetted” 
Scheideler and Werner and the 
other executives of SB&W in “de- 
spoiling” the Jones agency “of its 
lucrative advertising accounts by 
a scheme in which its employes 
participated in violation of their 
duties.” 

In Judge Breitel’s opinion, Mr. 
Burke encouraged the Jones agen- 
cy’s “faithless employes when en- 
couragement was essential” and 
that Burke, moreover, took part in 
“consultations on strategy’? about 


quitting plaintiff, but it did not 
| justify the new corporation and its 
stockholders in immediately ap-. 
propriating fully half of plain- 
tiff’s business and almost its en- 
tire trained working force. 


Advertising Age, May 18, 1953 


liable for inducing breach of trust tiff’s principal stockholder and 
by others, where they are neither chairman, Jones, did not and could 
animated by malice, nor stand to| not justify the concerted leaving 
profit personally from the trans- of employment, solicitation and di- 
action. The situation is more nearly version of accounts, by plaintiff's 


_akin to that in Herring Curtiss Co.|employes or those who may have 


, lations—and this occurred when 
‘the defendants gave notice they 
were leaving the Jones agency, 
‘and Mr. Jones understood the; 
| were leaving. 

3. In a claim of breach of fidu- 
ciary duty, the justifiability of the 
defendants’ conduct varies. In this 
case, the Jones company failed to 
show actionable wrong “in the light 
of the relation of the parties and 
their customers, the absence of 
contract or proved fraud’’...the 
understanding that Jones, on one 
side, and Scheideler and the others, 
on the other side, were endinz 
their relations...“failure to show 
that defendants had enticed em- 
ployes by fraud or misrepresenta- 
tion from plaintiff’s employment, 
the absence of malice...” 


® Last Friday, when the appellate 
division had informed both sides 
of the two-two impasse, it asked 
Neil Cullom, attorney for the de- 
fendants, and Milton Pollack, trial 
lawyer for Jones, if they would 
waive rearguing the case before 


is that these defendants offered to 


vs. Curtiss, 233 App. Div. 101,120, 
# What appears to have happened | 


where the court concluded that the | 
acts of the directors defendants 


knowingly joined with them. 
The renunciation of accounts by 
Jones is of no conclusive signifi- 


buy Duane Jones’ interest in plain- | “which resulted in the diversion of | cance, if we credit, as apparently 


tiff and then, when he refused to 


all of the property and assets of | 


sell, took the greater part of the the company to Curtiss and ulti- | 
business and the organization with- mately to companies organized by | scribed it, “a gun” was being held 


out paying anything. Doubtless 
Duane Jones’ conduct toward de- 
fendants was so exasperating as to 
render what they did understand- 
able, but that does not render it 
justifiable. 

This conclusion does not depend 
upon plaintiff’s customers having 
been bound to continue doing busi- 
ness with it by contract, which 
they were not, nor does it involve 
denial of the right of defendants 
to leave plaintiff’s employ and en- 
gage in competing activities, nor 
to solicit plaintiff's customers after 
notice of termination of defend- 
ants’ relationships with plaintiff. 
The defendants being held did 
more than that. 


® Defendant Robert Hayes is not 
chargeable with liability for hav- 
ing resigned from plaintiff and ac- 


‘him, in which he was the princi- 


‘to wreck the plaintiff was en- 


pal stockholder and in which 
Wheeler and Baldwin were in- 
terested” rendered them liable! 
since they “acted selfishly and in 
their own interest, and hence 
wrongfully and in breach of their 
duties as directors. We are not dis- 
posed to believe,” the court added, 
that “a conspiracy in the sense of 
a complete and premeditated plan 


tered into.” 


® The complaint should be dis- 
missed against the defendants 
Burke and Hayes, who did not 
benefit from plaintiff's dismem- 
berment. Conspiracy on their part 
was not established, but there was 
conspiracy acted out, in breach of 


the jury did, that Jones was then 
in a position in which, as he de- 


to his head. The jury on the evi- 
dence in this case was free to find 
that defendant schemed to despoil 
a helpless victim. (Defendants, in 
effect, attempt to justify their ac- 
tions by the fact that the victim’s 
helplessness was due to his own 
misbehavior. ) 


® Moreover, the jury was free to 
find, on the evidence adduced, 
that defendant employes, unable to 
make a deal with Jones to pur- 
chase the business out of future 
profits, decided to take matters 
into their own hands, and leave a 
shell of plaintiff’s enterprise, a 
corporation without accounts or 
employes, and even deficient in 
officers and directors. 

The jury fixed as the damages 


fiduciary duty, on the part of those 


an amount that was supportable 


former officers or directors or em-|by evidence of loss to plaintiff. 


cepted employment with a com- 


Judge Bergan, who was to come in ‘ : 
peting company [Doherty, Clif- 


and break the deadlock. 


ployes of plaintiff who formed, or The amount the jury found also 
became financially interested in,| bears an interesting relation to 
the new corporation, and thus, as | other facts in the case. When Jones 


Mr. Cullom waived reargument, 


but Mr. Pollack did not, insisting 
that since he had been “unable to 
convince this court beyond any 
doubt” about the merits of his 
case, ne felt his client ‘deserved 
this chance.” 

Before the rearguments were 


the scheme and that he made 
“pointed suggestions” to Mr. Jones 
to the effect that the latter’s con- 
tinuance in business would result 
in his loss of the Manhattan ac- 
count. 


s “That Burke and at least one 
of the employes did not stand to 
profit personally from the diverted 
accounts,” said Judge Breitel, “is 
immaterial, provided there was 
knowing participation.” 

Among Judge Breitel’s other 
points were that: 

1. It made no difference if Mr. 
Jones suffered “behavior lapses” 
—these did not justify his nine for- 
mer employes in leaving en masse, 
nor in soliciting or diverting his 
accounts. 

2. Jones was “a heipless victim” 
and his renunciation of his ac- 
counts “is of no conclusive signifi- 
cance.” 

3. The “misconduct” of Mr 
Jones arouses sympathy for the 
defendants, and “ground for sym- 
pathy might constitute a defense 
in law or morals, only if it were 
true, which it is not, that two 
wrongs can make a right.” 

4. The amount of money fixed 
by tne jury as an award to Jones 
was “supportable by evidence of 
loss” to the Jones company. 


s The view of Judges Peck and 
Dore, as written by the latter, was 
that the evidence showed “that 
Scheideler was not surreptitiously 
engaged in fraud” but rather that 
he and the other defendants 
“frankly told Jones” by letter 
“what he and the others were do- 
ing.” 

Both Dore and Peck found errors 
in the trial and in the charge by 
Supreme Court Judge Denis O’- 
Leary Cohalan to the trial jury. 
But the appellate court judges said 


it was “unnecessary for us to dis-| 


given before the full bench of five 
judges, Presiding Justice Peck in- 
formed both sides that the record 
of the case was thoroughly familiar 
to all the judges, including Judge 
Bergan, who had studied it for a 
week. Judge Peck also said that he 
and his colleagues had given the 
case, as much, if not more, atten- 
tion as had been given any case 
ever before the appellate bench. 


MAJORITY DECISION 


The majority decision, written 
by Judye John Van Voorhis, fol- 
lows: 

The basic facts giving rise to 
this litigation have been set forth 
in the opinion of Mr. Justice Dore. 
A cause of action was sustained, 
as it seems to me, against the indi- 
vidual defendants who are finan- 
cially interested in the newly or- 
ganized corporation known as 
Scheideler, Beck & Werner Inc., 
and against said corporate defend- 
ant, which promptly emerged with 
at least 50% of plaintiff's annual 
business and 90% of its skilled em- 
ployes. 

All of the individual defend- 
ants-appellants [Scheideler et al.] 
became stockholders of the new 
corporation, except defendants 
Frank G. Burke Jr. and Robert 


ford, Steers & Shenfield], already 
established, even though he suc- 
ceeded in obtaining at least one 
of plaintiff's customers [Pharmaco 
Inc. ]. 

Upon the other hand, defendant 
Scheideler, Beck & Werner was 
not an existing competitor. It was 
not only newly formed by the in- 
dividual defendants-appellants, ex- 
cept defendants Burke and Hayes, 
but was formed for the purpose of, 
and succeeded in, absorbing and 
carrying on the bulk of plaintiff’s 
business. Its trained working force 
was constituted out of plaintiff's 
skilled personnel, almost all of 
whom were absorbed in the new 
corporation. “For this problem, as 
for most, there are distinctions of 
degree.” (Meinhard v. Salmon, 249 
N.Y. 458, 468.) 


# In this case, all of the circum- 
stances combined lead to the con- 
clusion that Scheideler, Beck & 
Werner was carved out of the 
being of Duane Jones Co., in 
breach of fiduciary duty, at least 
as fully as the new opportunity 
was taken from equitable assets 
of the former joint venture in 
Meinhard v. Salmon, where, as 
here, there was no contract with 
the third party to remain in rela- 
tionship with the plaintiff, but 
merely an expectation of the con- 
tinuance of the relationship which 
could not be appropriated by one 
joint adventurer in derogation of 
the rights of the other. 

The complaint should be dis- 
missed against defendant Frank G. 
Burke Jr., as it was against the 
corporate defendant of which he 
was president [sic], Manhattan 


the jury found, wrongfully appro-| and his employes negotiated they 
priated to themselves substantial | fixed a price for the corporate 
assets belonging to plaintiff. stock, ownership of which of nec- 

The circumstances that the essity would give control of the 
third cause of action, for an ac- | substantial cash assets of the cor- 
counting, has been severed and is poration. The amount of the pur- 
still pending as a separate action| chase price then being negotiated 
against some of the defendants, is was in excess of the cash assets by 


not a reason for denying recovery 
for damages. There cannot be du- 
plication in recoveries and it may 
well be that recovery of damages 
will preclude relief to plaintiff in 
the accounting action now pending. 
No such question is presented now. 

Among the defendants against 
whom the judgment is being af- 
firmed, the corporation [Scheide- 
ler, Beck & Werner] is primarily 
liable for the payment of the judg- 
ment, and the individual defend- 
ants are entitled to be reimbursed 
by it for any portions of the judg- 
ment which they personally may 
be compelled to pay. 


TWO BLAMED BURKE 


Judges Charles D. Breitel and 
Francis Bergan, who, together with 
Judge Van Voorhis, formed the 
majority, concurred in part and 
dissented in part, in the following 
opinion written by Judge Breitel: 

There is ample evidence to sup- 
port the verdict of the jury. There 
was evidence that plaintiff corpo- 
ration was despoiled of its lucra- 
tive advertising accounts by a 


ticipated in violation of their du- 
ties while still employed. 

In this they were guided and 
abetted by Burke. This consisted 


scheme in which its employes par-| 


"approximately the amount found 
_by the jury to have been the dam- 
/ages sustained by plaintiff in the 
loss of its accounts. 


® Hence, défendants are required 
in this judgment to pay no more 
than they had been willing to pay, 
except that the time of payment 
has been altered by their wrong- 
doing, and the consequences of the 
legal action that followed. This is 
not a legal point but one that goes 
to the justice of what the jury did 
and is suggestive of the wisdom 
‘that it exercised. 

There is an element of sympathy 
for defendants in this case, and 
that stems from the misconduct of 
Jones, due to a personal failing, 
in the performance of his obliga- 
| tions to his employes and the cus- 
‘tomers of his corporation. That 
‘ground for sympathy might con- 
| stitute a defense in law or morals, 
‘only if it were true, which it is 
/not, that two wrongs can make a 
| right. 

The judgment in favor of plain- 
| tiff should be affirmed in all re- 
spects. 


| 
| 


| MINORITY OPINION 


| 
} 


Presiding Judge David W. Peck 
and Judge Edward S. Dore, who 


Hayes. The latter two defendants | Soap Co. Burke's interest was the 
derived no profit from the new) same as that of his corporation. 
corporation, and as against them) There is no room for dispute that 
the complaint should be dismissed. he personally stood to gain nothing 

from the dismemberment of plain- 
# Plaintiff's charges of conspiracy, tiff. All that he wanted, was to 
in my judgment, were not estab- | have the handling of the advertis- 
lished, except as limited to those | ing of Manhattan continued in the 


cuss” these errors because “we | who participated in and benefited | hands of the same approximately 


have reached the conclusion on the 


whole record that the judgment 
appealed from should be reversed 
and the complaint dismissed.” 


s Judges Dore and Peck found: 


1. “Unique and exceptional” | 


facts in the record which would 
make it a “substantial injustice” 
to sustain the lower court ver- 
dict. Moreover, they held, sustain- 


ing the jury verdict would be an_ 


“exaltation of form over sub- 
stance.” 


2. The fiduciary duty owed by | 


Mr. Scheideler and the other one- 
time employes of Jones ceased be- 
fore the actual termination of re- 


| from the new corporation, but|30 trained employes of plaintiff, 
enough was shown to create a/| who had been doing it theretofore. 
| question of fact concerning wheth- 
(er those last mentioned dcfendants,| #® His so-called ultimatum to Jones 
'who profited from  possessing|that Manhattan’s account would 
'themselves of such a substantial) be placed elsewhere if Jones, in 
portion of plaintiff's business, his drunken condition, remained 
|should be held liable for damages in charge, was not an overt act in 
resulting from conspiracy to ob-|a conspiracy, but a simple expres- 
tain unjustly enrichment from) sion of a business decision that he 
breach of fiduciary obligation. | had a right to make. Whatever ini- 
When Scheideler, Beck & Wer- tiative he took in the matter did 
ner Inc. was organized, all of the | not make him a conspirator, but 
individual defendants interested | was merely to serve the interest of 
therein stood in fiduciary relation-| his own corporation, which had 
ship to plaintiff. The drinking of | come to a parting of the ways with 
plaintiff's president, Duane Jones, plaintiff. 
‘may have justified defendants in! Third persons should not be held 


of encouraging plaintiff's faithless dissented from the majority view, 
employes when encouragement was are represented in the following 
essential, of participating in con- opinion written by Judge Dore: 
sultation on strategy and by| Nine individual defendants, all 
pointed suggestions to plaintiff's but one, Burke, former officers or 
principal officer, director and employes of plaintiff and a tenth 
stockholder that his continuance corporate defendant, Scheideler, 
in the business would lose for Beck & Werner (herein “Scheide- 
plaintiff its most valuable adver- Jer Inc.”) appeal from a judgment 
tising account. ‘in plaintiff's favor against all ten 
defendants-appellants entered on 
# That Burke and at least one of a jury’s verdict for $300,000 after 


the employes did not stand to prof- | trial before the court and a jury. 
|it personally from the diverted) 
/accounts is immaterial, provided | ® A third cause of action in equity 
‘there was knowing participation. for an accounting for profits 
‘It is neither a justification nor is against Scheideler Inc. and Schei- 
‘it material that Burke may have deler, Werner and Beck individ- 
‘had a motive to benefit his own ually, was severed and remains to 
/company, the Manhattan Soap Co., be tried separately. On the jury’s 
‘if indeed the scheme was one to verdict in favor of defendant Man- 
‘harm plaintiff. (An outsider such | hattan Soap Co., and one individ- 
‘as Burke, entering actively into ual ex-employe defendant, Donald 
Gill, the complaint was dismissed 


breaches of fiduciary duty by em- 
'ployes, can, in the process, bring against those defendants. Plaintiff 
does not appeal. 


‘home to himself a liability.) 
' The behavior lapses of plain- (Continued on Page 76) 
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Advertising Age, May 18, 1953 


3 Federal Officials to Address Annual 
AFA Convention in Cleveland June 14-17 


CLEVELAND, May 12—Three fed- 
eral government officials will ad- 
dress sessions of the Advertising 
Federation of America convention 
June 14-17 in Cleveland. 

C. D. Jackson, former publisher 
of Fortune and now special assist- 
ant to President Eisenhower in 
charge of psychological warfare, 
will speak at the AFA annual din- 
ner June 16. 

Postmaster General Arthur E. 
Summerfield will address the June 
15 luncheon, and Mrs. Oswald B. 
Lord, U. S. representative to the 
UN commission on human rights, 
is scheduled to talk at the Council 


of Women’s Clubs “brunch” June 
14. 


s June 15 sessions include a dis- 
cussion of “Merchandising Prob- 
lems and Tools for Today,” at 
which Henry G. Little, chairman, 
Campbell-Ewald Co, Detroit, will 


The same day, D:'e C. Rogers, 
advertising manage’. Mid-Conti- 
nent Petroleum Cor»., will preside 
over a panel on “Sei ving Advertis- 
ing, Business, the !'ublic Better.” 
Speakers include Arthur H. Mot- 
ley, publisher of Porade; Frank R. 
Hawkins, advertisiny director, Lib- 
bey-Owens-Ford; Ralph Smith, 
v.p., Sullivan, Stauifer, Colwell & 
Bayles, and Ellis S. Perlman, pub- 
lic relations director, Coleman 
Todd & Associates. 


preside. Panel members will be. 


| Theodore S. Repplier, president, | 


Advertising Council; Henry 
Schachte, advertising director, Bor- 
den Co.; William G. Werner, pub- 
lic relations director, Procter & 
Gamble Co., and Warner Shelly, 
president, N. W. Ayer & Son. 


ie) 


Easy on that 


hiatus, Hazel 


Maybe you have pegged Grand Rapids as a 
typical midwestern city. And maybe some 
of these cities do look like good axe bait for 
your summer cut-back. But, hold it, Hazel, Grand 


Rapids is different. 


There are more people in and around Grand 
Rapids in summer than in winter. And they spend 


more dough. 


Because Grand Rapids is right smack 


dab in the middle of “The Vacationland of the Mid- 


west”. 


(Western Michigan, of course.) 


Not only do Michiganders know how lucky they 


are and stay home summers... 


millions come up 


from less fortunate states to enjoy the woods and 
the lakes and the weather. A glance at the opposite 
columns will tell you they come “loaded”. 


So play it smart. Keep your schedules on WOOD 


and WOOD-TV this summer. 


Tell the client why 


(Katz has all the dope) and he’ll tag you as a real 


smart doll, Hazel. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 
NBC — 5,000 Watts 
Associated with 
WFBM-AM and WFBM-TY — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, Ind. 
National Representatives: Katz Agency 


s Advertising success stories of 
‘five firms will be related June 16 
by Margaret Divver, advertising 
director, John Hancock Mutual 
Life Insurance Co., Boston; Wil- 
iliam A. MacDonough, advertising 
‘and marketing director, Bendix 


| 


Home Appliances, South Bend;| 


|Roy H. Park, president, 
| Park Foods, Ithaca, N. Y., and two 
'still-unannounced executives of 
Libbey-Owens-Ford, Toledo, and 
Lewal Industries, New York. Burr 
|'L. Robbins, president, General 


Hines- | 


' 
| 
| 


} 


| Outdoor Advertising Co., will mod- | 


erate. 
| Also scheduled for June 16 is a 
/panel on “Bridging the Gap Be- 


| tween Advertising Education and 


| Practice,” at which Allan T. Prey-| 
'er, chairman, Morse International, | 


| will preside. Speakers include Rob- 
ert G. Stolz, advertising manager, 
/Brown Shoe Co., St. Louis; Earl 
McIntyre, Michigan State College 
journalism professor; Mrs. R. 
Dean Johnson, president, Gamma 
Alpha Chi national advertising 
sorority; Charles Forrest, Univer- 
sity of Indiana professor; Victor 


W. Bennett, chairman of the Uni- | 


versity of Miami department of 
marketing; Jack Valenti, Weekley 
& Valenti, Houston; Jay M. Sharp, 
advertising and promotion mana- 
ger, Aluminum Co. of America, 
and two others to be named. 


s Direct mail problems will be. 
aired June 17 in a program being | 
built around the theme “Hitting | 


| The Bull’s Eye with Direct Mail” 
| by Lester Suhler, president, Di- 
rect Mail Advertising Assn. 

Also scheduled for that day is a 
panel on radio-television advertis- 
ing over which John Thomas, ra- 
dio-TV director, Ewell & Thurber 
Associates, will preside. Partici- 
| pants include John Karol, v.p. in 
‘charge of sales, Columbia FProad- 
| casting System; Jack Denove, 
| president, Jack Denove Produc- 
| executive, Batten, Barton, Dur- 
| stine & Osborn, and Ben Webster, 
| president, Videx Corp. 

James J. Nance, president, Pack- 
|ard Motor Car Co., will address 
_the windup luncheon June 17. 


Salter to ‘Nation's Business’ 

_ Willard C. Salter, formerly with 
|Cunningham & Walsh, New York, 
|has been named district advertis- 
|ing manager for Nation’s Business 
}in the Pittsburgh and Cleveland 
areas. 


| 
Barnum Joins Lever Bros. 


H. J. Barnum Jr., formerly with 
Beech-Nut Packing Co., Canajo- 
harie, N. Y., joined the Good Luck 
division of Lever Bros. Co., New 
York, as manager of special prod- 
ucts. 


Hotels Appoint J. R. Kupsick 


Griswold Hotel, New London, 
Conn., and Lido Hotel, Lido Beach, 
N. Y., have appointed J. R. Kupsick 
Advertising, New York, to direct 
their advertising. 


Names Marschalk & Pratt 
Western Maryland Railway Co., 
Baltimore, has appointed Mar- 
schalk & Pratt, New York, to han- 
dle promotion for its freight serv- 
ice. Business and management 
publications will be used. 


Miss Jennings Joins Colihan 


Doris Dury Jennings, formerly 
with the San Francisco Chronicle, 
has joined the staff of John P. Col- 
ihan, San Francisco public rela- 
tions consultant. 


tions; Charles N. Newton, account | 


Beyl Heads ‘Skyline’ PR 


Ernie Beyl, previously on the 
editorial and promotion staffs of 
the San Francisco Chronicle, has 
been appointed publicity and pub- 
lic relations manager for Skyline 
Magazine, Palo Alto, Cal. 


Huffman Appoints Russell 


Emerson Russell, formerly an 
account executive with Jimm 
Daugherty Inc., St. Louis agency, 
has been named general manager 
of Huffman Advertising Co., St. 
Louis. 


Mrs. Voss Joins Blitz 


Mrs. William F. (Enid) Voss, 
formerly with Hal Short & Co., 
Portland, Ore., has been named 
production manager of Blitz Ad- 
vertising, Portland. 


49 
Folke Joins Carson-Ruff ~ 


Elis I. Folke, formerly assistant 
public relations director with the 
Swedish American Line, New 
York, has joined the New York of- 
fice of Carson-Ruff Associates. 


’ Fogel to Kellogg Petroleum 


Harold J. Fogel has been ap- 
pointed promotion manager for 
Kellogg Petroleum Products Inc., 


| Buffalo. 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 
900 Kibby St., Lima, Obie, U.S.A. 


"Trademarks Reg. U.S. Pet. OF, 
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Woodland is summer's 


Mis, % 


cool spot for hot profits 


Take it from the tax collector. There are more people 
spending more moola in this area in summer than in the 
average months for the rest of the year! And these sales 
tax figures from Michigan’s Revenue Department prove it. 


Z t T 
$4,200,000 j } 


4,000,000 
A 

3,800,000 
3,600,000 


eS ee 
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3,400,000 
3,200,000 


| 
| 
! 


3,000,000 


| 
| 
| | 
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Based on 1952 receipts from 19 Woodland 
counties. Receipts of each month reflect sales 
of month preceding. 


The U.S. Department of Commerce 
gets into the act by estimating three 


to four million tourists spend more than $200,000,000 in 
Western Michigan each year. Most of this boom business 
occurs in summer, of course. 


So, “Dig that cra-a-azy Woodland market”, Hazel, You'll 
hit paydirt every time. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 


NBC — Basic; CBS, ABC, DuMONT — Supplementary 
National Representatives: Katz Agency 
Associated with 
WFBM-AM and WFBM-TY — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, Ind. 
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Editor’s Note: In recent weeks 
AA has received a number of 
anonymous communications from 
readers, many of which have been 
interesting, and many of which we 
would normally answer and pub- 
lish—if they carried a signature. 
AA always extends anonymity 
where requested, but the name of 
the writer must be known to the 
editor. So please, don’t write us 
anonymous letters, which we must 
perforce throw away. If you want 
to express a viewpoint, and feel 
that your identity must be kept 
confidential, tell us so, but also tell 
us who you are. 


We HATE anonymous letters. | 
So does everyone else who has|4%¢Mly appear, aged and completely 
experienced? Why are there so few 
| attempts to train young writers? If 
_'a really creative copywriter be- 
‘lieves in himself why doesn’t he 


ever thought about them. 


New Sales. Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
merch Write or 


Ai Ai 


phone Fred E. Owens, Publisher 


Fishing “Jackle 


TRADE NEWS 


Wilmette, illinois © Phone. Wilmette 4714 


implanting into a young writer- 
_prospect the wisdom accumulated 


| be trained as a copywriter. In-| 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Asks Chance tor Neophytes 
in the Creative Field 


To the Editor: The annual, as 
you called it, “evocation of copy 


genius of the past” featured in the | 


last Four A’s gathering is inter- 
‘esting, to me especially. Invari- 


ably the top creative admen de-. 
plore the dearth of new creative 
| people but what do they do about . 


it? Do th i iffi } 
Bagg Min temgredeyteMneg vapors |men of the past” and a “rising dis- | 


Satisfaction with 


‘it is for a young man who is cre- 
|ative and wants to apply this to) 
| advertising copy to find the oppor- | 
|tunity—even the opportunity to! 


|copy cub openings come only once 


or twice a year to the employment 
agencies. My own place of employ- 


/ment, for example, has no provi- 


sions for training young writers 
and yet it is “supposed” to be one 
of the top creative shops in the 
country. 

In the April 27 AA article, Wil- 


only fair to point out that there 
are some features about the pro- 
cedure which are defensible. 


that contracts containing the “bo- 
gus” vrovision are confined en- 
tirely to newspaper publishing 
|plants, and that originally the 
‘practice was demanded by the 
|newspaper publishers. When two 
or more newspapers existed in a 
(city, an advertiser sometimes 
wanted to run the same ad in both 
papers. He would give the copy to 
one and then request them to “send 
'a mat” of the ad to the other news- 


liam D. Tyler mentioned the “fail- | paper. The second newspaper got 


ing to reproduce the great creative 


idea content, | 
originality, etc...” I imagine 
others will bear me out when I 


the “gravy” since it didn’t have to 
set the type. 

Sometimes publishers made spe- 
cial rates for advertising when 
they could pick up type composi- 


get a trial? Say that reproduction necessitates tion in the form of an easy-to-cast 


Is a copywriter expected to sud- 


set up a system at his agency for 


through years of experience. I, 
myself, would give the proverbial | 


arm and a leg to get a chance to. 


| 
| 


stead, I’ve been able to work my | 
way out of a mailroom into a for- | 
| warding section of a production | 
,dept. The assumption that I am. 
creative is not just my own. Many | 
| copywriters and employment agen- | 


'cy personnel have told me I’ll| 
| make a good copywriter but in-| 


levitably follows the statement that 


a childhood first, yet agencies neg- | 
lect this idea. The need is not for | 
eulogies but for action. If you| 
want new creative people you’ve. 
got to bring them up yourself and | 
not wait for the next guy to do 


mat. It was unfair competition, and 
the publisher who got stuck for the 
typesetting was the first to request 
the union to enforce the “bogus” 
work provision in the contract. 
Furthermore, when there is 


it. And you’ve got to bring them) really no excuse for a practice, it 


up without throwing a damper on 
their experimentation with the 
statement, “Nice idea but the 
client wouldn’t like it.” That state- 


‘ment is responsibie for more or- 


dinary, uninspired copy than is 
healthy. After fighting this thing 
for over a year, I’m ready to get 
out of advertising into something 
that will give me a chance to write 


or do something creative and pay | 


me more than $40 a week to do it. 
If admen want new creative tal- 
ent then they’ve got to nurture it 
and induce it to stay in advertis- 
ing. They’re doing just the op- 
posite now. 
MANNING RUBIN, 
New York. 


Says ‘Jobs Via Friends’ 
May Not Be Long-Lasting 

To the Editor: In your May 4 
issue, your survey of “How Did 
You Get Your Job?” indicated that 
the greatest majority of new as- 
sociations were the result of 
“friends,” and way down the list, 
approximately 10% were those 
placed by employment agencies. 
There is little doubt that this is a 
true proportion of 24% to 1, as far 
as placements are concerned, but 
we venture the thought that the 
mortality records a year later will 
indicate proportions favoring those 
placed by good personnel agency 
methods. 

Granted that there are employ- 
ment agencies operating on the 
hit-or-miss, send-them-anywhere 
methods, we feel that the propor- 
tion of intelligently operated per- 
sonnel agencies is probably as high 
as the advertising profession or 
any other group. When an adver- 
tising man finds himself at loose 
ends, his first thought is usually 


ito claim the receptive benefits of 


friendship. This can frequently ob- 
tain'a position, but it misses the 
stability and soundness of good 
personnel methods. 
STANLEY D. Kocnu, 
Director, Advertising Division, 
Glader Corp., Chicago. 


e ° . 

‘Two Sides to ‘Bogus’ Type 
Practice, Reader Points Out 

| To the Editor: I would like to 
comment on G. D. Crain Jr.’s piece 
in the March 23 issue in regard 
to the Supreme Court decision as 
to the legality of the “bogus” 
typesetting practice in newspaper 
| plants. 

| The decision of the court was 
based on the fact that the Taft- 
Hartley “featherbedding” provi- 
| sion forbids payment for work not 
done. Since the printers actually 
do the work, there is nothing ille- 
| gal cbout bogus. 

| There are usually two sides to 
every question. Even though you 
make out a roundly damning case 
against this practice and fail to 
‘give any redeeming features, it is 
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| somehow is voided. The fact that 
this practice has persisted would 
point to the fact that there must be 
/some advantages. It has not hurt 
|mewsnaper publishers nearly as 
/much as they like to make out, 
‘and has helped to assure a more 
| stable work force, which is an as- 
'set in any business. Extra printers 
|}are never hired to do this work, 
|as you suggest in your editorial. 
Furthermore, printers are not re- 
quired to do the work when there 
is live copy to be set. 

Printing and publishing is not a 
stable business in the sense that 
one day’s production is the same 
as that of the day before or the day 
after. A newspaper which pub- 
lishes 80 pages on a Sunday may 
go down to 20 pages on a Monday. 


‘|The work force cannot be en- 


gaged on the basis of average pro- 
duction. It is necessary to have 
men enough to handle the peak 
loads. By arranging the work week, 
this disparity in total production 
may be partially evened out to 
furnish a more uniform work flow. 
But there are times when a plant 
is rushed. Men work at top speed, 
and put in long hours of overtime. 

At the other end of the scale, 
there are times when, even with 
the work force at a minimum, copy 
flow stagnates and there is little 
to keep the men busy. 

The newspaper could lay off a 
few men during these latter times 
on the theory that they were not 
needed. The men who lost work 
and wages would be unhappy 
about the situation, but this is of 
no concern to the employer except 
as it affects his own profits. But 


tion so far as the employer is con- 
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for a full day’s work, the publisher 
must pay a premium rate to get 


|the work done. Bogus work, by 
What the public doesn’t know is | 


taking up the slack, occupies the 
men during the periods when there 
is no other work. Thus it keeps 
men busy and in the habit of work- 
ing, evens out the work flow, im- 
proves morale of personnel, helps 
maintain a more constant work 
force, and reduces overtime pre- 
mium pay. 

As a former working printer, I 
have set bogus type and feel that 
it was no more a waste of time 
than some of the editorial work I 
now do. Every writer and editor 
has articles which never see 
the light of publication. Likewise, 
every advertising artist, copy- 
writer, production man does work 
which is not used and which he 
knows will never be used. Ac- 
count executives make unproduc- 
tive calls, and even mail room 
boys do unnecessary chores. 

Waste, admittedly, is bad, but 
is often unavoidable and serves a 
purpose of one kind or another. 


Warp K. Scuort, 

Assistant Editor, The Inland 

Printer, Chicago. 

2 * o 
Enlarges Strongheart 
Dog Food Picture 

To the Editor: This is in ref- 
erence to your article in the May 
4 issue, Page 30, - concerning 
Strongheart dog food. It is quite 
obvious that an erroneous im- 
pression was created by this ar- 
ticle, quoting Ruthrauff & Ryan, 
the “lagging sales’ and the ap- 
parent deterioration of their very 
excellent sales position. This ar- 
ticle would most certainly give 
competition valuable material 
which is apparently authentic, 
however, only partially true. 

Ruthrauff & Ryan speaks only 
for the Doyle Packing Co. of Illi- 
nois, Missouri and California. 
Strongheart dog food is also packed 
by the Doyle Packing Co. of Long 
Branch, N. J., whose advertising is 
handled by this agency. 

The distressed sales _ position 
which is indicated in your article 
is not true on the eastern seaboard 
where Strongheart is one of the 
largest selling dog foods, and was 
unable to meet deliveries last 
month. Sales have increased over 
100% these past five years. Their 
plant expanded a few years ago 
and is now in the process of 
being further expanded. Doyle 
Packing Co. of New Jersey, as op- 
posed to the other plants men- 
tioned in your article, has main- 
tained for many years a large and 
alert sales force, and has sup- 
ported this sales organization and 
their brokers with ample adver- 


the low morale due to lost wages) tising and merchandising. 
does have its effect on the situa-| 


We believe that the reporting 
you have done in this article 


cerned. The man who loses wages , Should not have left out the im- 


goes to the rival newspaper, to a| portant fact that you were not in 


commercial printing plant, 
drifts into other work. The news- 
paper and the industry as a whole 


on his day’s wages are lost the next 
day when the skeleton force re- 


make up the difference. Instead 
of paying one man regular rates 


are poorer. The few dollars saved | 
‘heart account on the eastern sea- 


maining must work overtime to} 


or|any way discussing the sales of 
'Strongheart dog food in 42% of 


the U. S., and that Ruthrauff & 
Ryan does not handle the Strong- 


board. It seems only honest that 
this should be pointed out to your 
readers, particularly that the 
Strongheart business on the east- 


| ei 
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ern seaboard is excellent. In fact 
we cannot understand in reading 
this article why such an implica- 
tion of a desperate sales situation 
is indicated. In many cities 
throughout the Midwest, accord- 
ing to our records, investigation 
and experience in handling the 
account, they’re first in sales in 
many of the larger cities and sell 
one out of every two cans of dog 
food sold in a number of midwest- 
ern markets. This also is true in 
many eastern markets. 

It is our belief that the Doyle 
Dog Food Co. from coast to coast 
is among the five largest manu- 
facturers of dog food and the in- 
dication that they are in a desper- 
ate position or even slipping is 
entirely unfounded, with the ex- 
ception of a few isolated markets. 
We believe that your reporting is 
exceedingly unfair to the Doyle 
Packing Co. of New Jersey and 
also unreliable relative to the sales 
position of the other three Doyle 
Packing Co. plants. Most certainly 
it leaves an implication that Ruth- 
rauff & Ryan handles the entire 
account, which is not true and 
which we reported to you several 
months ago and you failed to in- 
clude in your very excellent ad- 
vertising news column. We feel 
that the true situation should be 
made clear to your readers. 

JOHN H. RIORDAN, 

John H. Riordan Co., Los 

Angeles. 


Passes Up Jangle Jingles 

To the Fditor: Here’s a money 
question for jingle-contest adver- 
tisers. Is a jingle that doesn’t scan. 
rhyme, or make sense the best bet 
for pulling in the box tops? If it 
isn’t, some advertisers are short- 
changing themselves. 

For instance, here’s Canada Dry 
with $30,000 to give away, via a 
full-color page in Life (April 27) 
to mention only one of many me- 
dia. And here’s their jingle: 


What do Terry and Hot Shot like bet- 
ter than planes, 
And—according to Chopstick—even bet- 
ter than dames? 
For, though Burma’s and Dragon Lady's 


looks may be neat, 

(You write the last line to rhyme 
with “neat."’) 

EXAMPLE: It’s Canada Dry that’s the 
boys’ favorite treat! 


Scan the first line—then try the 
same tempo on the others. Notice 
the rhyming of “planes” and 
“dames’’—and speculate on what 
would happen to a contestant who 
couldn’t do better. 

See how the question asked in 
the first couplet is answered in the 
third and suggested last lines. 
Here’s a similar question, “What 
do you like better than bridge?” 
And an equally logical answer— 
“For, though slams are exciting, 
golf is my favorite game”! 

Mentioning Canada Dry is 
doubtless a “must,” though they 
don’t say so. That leaves little 
room for the “originality, sinceri- 
ty, and aptness of thought” called 
for by the contest rules. But I don’t 
think they expect sincerity—the 
brave Terry team must ditch the 
dames for a shot of ginger ale. 

Yes, I’m passing up this contest. 
But I’ll donate a last line, rhymed 
with “neat”...‘“With jingles that 
jangle, I’m fed to the teeth.” 

CHARLES S. LEwIs JR., 
Chicago. 


Calls for Better Taste 
in TV Commercials 

To the Editor: The advertiser 
is getting closer and closer to his 
prospect and something ought to 
be done about it. 

It all started very simply with 
the announcement advertisement: 
For Wine—See I. Marius 

Then came the product-pushing 
claim: The World’s Finest Wines 
Are to be Had at I. Marius 

Then came reason-why copy: 
Marius Wines Are the World’s 


Finest Because... 
Then came psychology and the 
emotionalized appeal: “She Looked 


Up with a Flattering Smile when I 


Ordered Marius Wine.” 

But now, with TV, and the ad- 
vertiser stepping into the living 
room with his messages, there 
comes what might be described as 
the Family Circle School of copy, 


which, slightly paraphrased, goes | 


about like this: 
“You smell, you oaf, and your 
dog smells, too.” 


our air-rich Cree, . 


What if there’s no 
meat or, ugh! thos: 
tables.” 

“This is our ba 
advertising offer, I 
too. If you don’t li 
allow you credit on 
pensive model. . . tha 
'want to get your m 
‘to our factory in ( 
land.” 


Once the prospe 


by returning the ar: 


children. 
m left for 
iwful vege- 


.'r, special 

guaranteed, 
e it, we will 
far more ex- 
is, unless you 
ney refunded 
icle post-paid 


oventry, Eng- 


1 was mildy 


“Fill your little tummies withiamused by our more blatant ef- 


forts to beguile him with advertis- 
ing. Now, with the advertiser 
coming into his house and insult- 
ing both his intelligence and taste 
while attempting to entertain him, 
I am afraid he feels more like a 
small boy surrounded by a bunch 
of elderly maiden aunts who are 
intent on kissing him. As I said, 


it. 
ARTHUR HARKIN, 
Copy Chief—Radio & Televi- 
sion Director, London Adver- 
tising Agency, Newark, N. J. 
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Gas and electric companies have brought better living to 
practically every American home. Low-cost current and gas 
are taking over more and more of the homemaker’s chores. 
With educational brochures and folders, alert public utilities 
have built consumption of power, through the use of appli- 
ances, to tremendous volume. 

There are good reasons why many of these messages of 
modern conveniences are printed on Oxford papers. Extra 
printing accuracy and colorful, appealing pictorial repro- 
duction make Oxford grades fit foundation for pages that sell. 
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Department Store Sales... 


Sales Reach 2nd Highest ‘53 Mark 


WASHINGTON, May 
three weeks of rather slow re-| 


12—After | 


covery from the post-Easter, de-| 


partment store sales during the) 


week ended May 2 spurted to the! 


second highest levels this year, ac- 
cording to the Federal Reserve. 
Board. 


Generally improved weather 


| 
i 


| 


| 
| 


conditions combined with season- | 


al promotions to push the index of | 


sales by the big retailers to 113, 
for the May 2 week, it was re- 
ported. 

This was 2% 


higher than in the 


corresponding week of last year, 


and has been exceeded this year 


| 


only by the 118 registered for the 


week before Easter. 


Other data showed that for the | 


four weeks ended May 2, depart- 
ment store sales volume was 1% 
below the same period of last year, 
while for the calendar year to date 
(18 weeks) the big stores were 
4% ahead of ’52. 

Listed below are percentage fig- 
ures comparing °53 and ’52 sales 
for the first quarter and third 
month, as well as for the May 2 
week: 


% Change from '52 


Mar. Jan.- Week 
‘53 Mar. Ended 
May 2? 


Federal Reserve 
District, Area and City 


UNITED STATES 


Boston District ................ ps 5 —l 
Metropolitan Areas 
New Have0n .....:cccccccsessees 5 —5 19 
Portland, Me. ............... 13 14 ® 
Lowell-Lawrence ........ 15 13 3 
New Bedford Piaiasliod ll 8 e 
WOGIONE  Gaitictascsstinns ; 7 4 bd 
Cities 
Downtown Boston ...... 9 5 -—-3 
Springfield, Mass. ....... 7 3 —!l 
Providence .......... 6 2-9 
New York District . 6 —!l 4 
Metropolitan Areas 
New York-Northeast 
New Jersey .......6606 § —3 bg 
New York City ............. 3 —5 2 
Newark . tintinnicsiieenail 7 2 13 
pS FER a 8 4 4 
+. | Beer 8 4 bd 
Niagara Falls ............ 2 5 ad 
Binghamton. .............04. 8 2 e 
DOOOOD cainsitersnsrceicntere 4 7 1 
ee 14 10 10 
Cities 
Bridgeport .................. 12 5 ad 
CS ee a ae 3 0 ad 
Elmira otitis 14 7 e 
Poughkeepsie . 18 8 ® 
Schenectady 6 2 e 
RIES 1 ll 5 e 
Philadelphia District .... 10 4 3 
Metropolitan Areas 
TEE. Wieiditantaseincersivnin 14 9 ° 
IID taahtdatdscccatiostenns 14 7 e 
Philadelphia .................. 7 2 1 
LT 23 8 ° 


. Automatic silk-screen equipment 
for speed and economy. Spe- 
cialists in short run, large sur- 
face printing for — 

- indoor advertising. = 


4-COLOR SCREENOLITH 
Fo baie ch’: MN eee 


soup COLOR PRINTING 


; po ee Ree 


1570 $. FIRST ST., MILWAUKEE, WIS. 

OFFICES IN: New York © Boston © 

Pitisburgh © Detroit © Chicago ® 

St. Levis * Dalles © Sen Francisco 
Seattle © Pertiand 


| 


Wilkes-Barre 
IR Siitatictnehessdinctiniien 
Wilmington 
City 
York. sonisinied 
Cleveland. District . siunnnegen 
Metropolitan Areas 
SIE cciceniscsnicis sable 
Canton 
Cincinnati ... 
Columbus 
Springfield .. 


— ‘ni 
SI dnleintinennbenssinn 
Wheeling .. 
Cities 
INI «sispiiniccescdesoseseviss 
Portsmouth, O. ............ 
PERRI cccocsscecsccesecssee 
Richmond District .......... 
Metropolitan Areas 
Washington 
Downtown Wash. 
eee 
Asheville ...... 
TORII seovicssevesscsceses 
Winston-Salem 
Charleston, S. C... 
Columbia 
Greenville 
Norfolk-Portsmouth .. 


% Bats 8 


a = 
onthe bw 


| 


ewewenawess we 


4 ili 


} 
J 


L 


eeeeeeene 


Richmond .....000000.0....... 7 
eee dd 2 
Charleston, W. Va. 14 
Cities 
Spartanburg ....... 16 
Lynchburg .................... 10 
Newport News ........... 10 
Huntington ...0.000........ 5 
Atlanta District... pis 
Metropolitan Areas 
Birmingham 15 
| 37 
Montgomery .................. 15 
Jacksonville ............ 7 
ae p12 
Orlando 15 
St. Ptrsbg.-Tampa ...... 12 
St. Petersburg 11 
Tampa 14 
Atlanta 9 
Augusta —1 
Columbus 5 
Macon ............. 5 
Savannah . plo 
Baton Rouge .................. 28 
New Orleans 18 
ED issesecctcniciocs : 5 
Chattanooga 25 
S| ee 24 
a sees 21 
Cities 
BNE tidakcbsdtidestudncineaananes ; 22 
MINI, dcctrassiXinsasssconsars 23 
SEL custledlesttnctcicdeon<oenncsven 8 
Chicago District .............. pis 
Metropolitan Areas 
NID svinccennsnactionsesese ae 5 
a a ea 12 
Fort Wayne .............0. 19 


4 bd é | IIR extiiccrcsitnehosscores 
12 DEPARTMENT STORE Cities oe oe 
1l ° sorcne® - 4 sha BP III wicoctdsesstscoteanse 9g 2 . 
*~ SALES INDEX © Quincy, Til. ................ 14 1 . 
oo 1947-49 equals 100 Minneapolis District .. 15 3 4 
7 a Metropolitan Areas 
4 e Mpls-St. Paul .......... , 19 4 —5 
: ; Week to May 2, °53*..p113 ge san yo Cy ... s 2-3 
- Oe | . Pau OO etensesiecis 2 8 —8 
Week to May 3, ’52%...111 Fi|/  sioux Falls ....... 18 2 
8 * Week to Apr. 25, ’53*..104 | Cities 
26 : Week to Apr. 26, ’52*..106 Mankato 0... 25 7 ° 
, Week to Apr. 18, ’53*..105 — a ae 
aes rand Forks 14 5 ° 
9 1 Week to Apr. 19, ’52*..97 Duluth-Superior ......... 12 3 -—2 
10 ° —__- | I i tds seciecd 8 1 ° 
7 ° *Not seasonally adjusted. -| Kansas City District ... plo 5 2 
6 bd pPreliminary. Metropolitan Areas 
7 ° Denver 11 4 8 
5 ® Pueblo 15 11 
3 —15) i Topeka 20 4 ° 
1 ri | Wichita 10 5 8 
2 *; Indianapolis .................. 17 9 0! St. Joseph I = 2 
13 i Terre Haute .................. 7 —1 *| Omaha 10 4 
19 iy Des Moines ....... 11 2 ° Oklahoma City ......... 5 4 —5 
10 5| Detroit .......... ir. 2 aes ip cee eee 4 6 66 
me : ME eee cis 43 33 * Cities 
14 * Grand Rapids ... 17 10 ° Kansas City, Mo. ........ 11 s -3 
14 7 Lansing ...........-- p27 18 . SN eee scaceteerissecreins 10 5 . 
= Milwaukee ..... 7 3 4) Hutchinson 18 10 bd 
- GOOTL BAY oicesececcesecsessee.. 30 17 * Dallas District 12 8 3 
14 EET a a 10 2 *| Metropolitan Areas 
16 * St. Louis District ......... plo 4 1} = Shreveport .....-cccccce 13 11 . 
2 ° Metropolitan Areas Corpus Christi ... 25 18 bd 
6 3 EAGEES TRON cnccccesisssesosssse 5 3 —13) i er 9 5 —1 
Evansville p32 24 e| | pear 15 13 —3 
0 0 Louisville 10 6 7 Fort Worth ................ 6 3 —9 
5 . Si. Louis pl3- 6 3 | IIE Licdisashnahictipnarnirers 16 12 11 
10 ° Springfield, Mo. .......... 12 2 e| San Antonio ................ 10 5 1 


TIME. 


The 


man in two pos 


@ As a businessman. 


He is one of more than a million 
TIME-reading family heads 
who buy, or influence the buy- 
ing of, goods and services for 
their companies. 


Evidence on request. 


The following research reports 
present the facts of TIME’s read- 
ership among the top men of each 
market listed. Please send, by 
number, for the reports you are 
interested in. 
MAGAZINES READ BY: NO. OF REPORT: 
Executives who ship by rail 1090 
Buyers of materials handling 

equipment 1111 
Best customers and prospects 

of 60 industrial companies 1053 
Presidents of U. S. 

corporations 1110 
Top executives and professional 

men in the construction 


industry 1093 

U.S. purchasing agents 1124 

E. Engineers listed in ‘‘Who’s Who 
sevoeeee™ in Engineering” 1069 
Bank presidents 1047 

Government officials in Washing- 

ton, D. C. 1111-A 

**Men on the Way Up” 1102 


Buyers of office machinery and 


supplies 1096 
U. S. truck owners and 
prospects 1105 


sions to buY 


Whatever you are marketing — from heavy plant machinery 
to lightweight summer suits— your prime prospects are the 
readers of TIME. Circulation is now 1,700,000 families— 
America’s largest audience of best customers. Best cus- 
tomers in two positions to buy. 
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RARER ne rere 11 6 i 
San Francisce District . 11 & 2 
Metropolitan Areas 
| ap Rr da 8 8 e 
eae 10 0 bd 
Los Angeles _........ ..  pll 7 9 
Downtown L. A. ........ 8 2 
te Westside L. A. ........ pll 6 —1l 
) Long Beach ................ 12 8 ° 
} i IN Sp ianicicinisioreincons 12 8 ° 
Santa Monica ................ 8 9 ® 
Riverside & San 
Bernardino ............... 23 18 ° 
Sacramento .................... 7 2 bg 
. eee 6 2 —6 
San Fran-Oakland .... 10 6 —2 
San Francisco ............ 6 5 —5 
Oakland-Berkeley 12 6 
t Downtown Oakland 14 8 
IIs hidiicwssctewiatccsanseiace 0 —7 
BN I icciattinctseireines 16 10 
t Re pl7 8 
, MIEN scisintccconttsckeeviense pll 11 
A: Salt Lake City ............. pl7 11 2 
GI © acsassevsecchcteiscconnens 9 6 
| CR Ss # 
| ROTI, cecrcerorsnesncvsesessessees 9 6 
, Cities 
i ee ee plo 14 
Bakersfield .................... —1 -2 
Boise and Nampa .... 3 1 
Twin Falls .... RAS 15 10 
Idaho Falls 17 ll 
:' Everett .......... ; 12 9 
a Walla Walla 9 3 
Yakima 1 0 


*Data not available. 
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Crownlite Names Marwel 


Crownlite Inc., Brooklyn photo-| 


graphic lighting equipment manu- 
facturer, has appointed Marwel 
Advertising, New York, to direct 
its advertising. Direct mail and 


business and consumer publica- 


tions will be used. 


Greene Joins Father's Agency 


F. Robert Greene, formerly as-| 


sistant general manager for WGR 
Broadcasting Corp., Buffalo, has 
joined the Finley H. Greene Ad- 
vertising Agency, Buffalo, formed 


_Addington-Krutilek Bows 


a new agency for both consumer 
and industrial advertising, has 
been formed at 3722 Bowser St., 
Dallas. Principals are Glenn D. 
Addington and Albert E. Krutilek. 


Salt Lake Ad Club Elects 


Jimmy Hodgson, of David W. 
Evans & Associates, Salt Lake 
‘City, has been elected president 
of the Salt Lake Advertising Club. 
‘Other officers elected are S. John 


by his father almost 30 years ago. | 


Addington-Krutilek Advertising, | 


do you know 
Barnet Brodie? 


+ meats ore ‘creme Choice euctern cornfed 

: heed subtly enawe- 6 with conthy egpicwe. Womderful 

i Stage 2-4001 
je ai. SS aX Ss z 


ARTISTIC SALAMI—Barnet Brodie Inc., 
Brooklyn, is featuring fine art in its ads 
for kosher meat products. Copy says: “Ev. | 
ery Barnet Brodie frankfurter is a work | 
of art...Get to know what good is!’ 
Weightman Inc., Philadelphia, is schedul- 
ing the ads on non-food pages in New 
York newspapers for Brodie. 


Schile, KUTA, v.p., and Margaret 
Walker, treasurer. | 
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Even Stokowski Comes into Campaign by 
Stromberg-Carlson on Sound Equipment 


Rocuester, May 14—“The most, dising of sound systems to hotels 
complete national advertising cam-| will receive special promotion. The 
paign of any manufacturer of program offers hotels sound sys- 
sound equipment.” |tems on a lease basis, making it 

That’s the designation given the possible to provide modern sound 
national advertising campaign just | Without the investment of capital, 
launched by the sound division of and with service and replacement 
Stromberg-Carlson Co., by Fred- problems eliminated. Large ads in 
eric W. Haupt, advertising man-| Hotel Management, and _ direct 
ager of the company’s sound and Mailings, will be used for the hotel 
telephone divisions. | market. 

While the promotion will feature | : ’ 
all products of the sound division, " 44S featuring the company’s 
special emphasis will be given to electronic carillons will be placed 
general sound equipment such as ! church publications covering all 
intercommunication systems, pag- %¢nominations. , , : 
ing systems and music broadcast-. Mong the publications in which 
ing systems. _ads in this series will appear are 


Using Business Week as the| The Atlantic, Audio Engineer, Har- 


principal medium, ads in this cate- | per’s Magazine, High Fidelity, 


gory will point out how industry | House Beautiful, House & Garden, 


The New Yorker, National Geo- 


‘graphic Magazine, and Saturday 
| Review. 


can save money, increase produc- 
tion and improve morale through 
the proper utilization of these 


| Charles L. Rumrill & Co., Ro- 


products. 


A unique idea in the merchan- chester, is the agency. 


in two positions to buy 


~ Wwe ~ 


m As a family man. 


Malap Moves with 2 New 


Accounts, Enlarged Staff 


Phantom Products Inc., Kansas 
City, Mo., maker of fishing rods, 
has appointed Malap Advertising 
Agency, Kansas City, to handle its 
advertising. Previously, Merritt 
Owens Advertising Agency, Kan- 
sas City, Kan., had the account. 
Reitz Meat Products Co., Kansas 
'City, has named the agency also. 
' Tom Korchak, formerly with 
|Carter Advertising Agency, Kan- 
'sas City, has been named Malap art 
director. Fred Farris, formerly 
advertising manager for Pay Way 
Feed Mills, has been named an ac- 
count executive. Malap has moved 
to new quarters in the Baltimore 
| Blidg. 


He and his wife and their friends 
are consistent best customers 
for all types of better products 
and services. Their interests are 
broader, and their means way 
above the national average. 


@ Evidence on request. 


The following reports present the 
facts of TIME’s readership among 
known buyers of better merchan- 
dise. Please send, by number, for 
the reports you are interested in. 
MAGAZINES READ BY: NO. OF REPORT 
Best charge-account customers 
in 21 leading department 


stores 1089 
Home appliance buyers 1117 
Television set buyers 1122 
New auto buyers 1108 


U. S. college graduates 1015 
U. S. holders of air travel 
cards 1061 
U. S. college students 1121 
Women members of department 
store college fashion 


boards 1070 
Life insurance buyers 1128 
Buyers of men’s shoes 1068 


Guests at U.S. resort hotels 1083 
International air travelers 1131 


In TIME’s International 
Editions, more than 850 


advertisers are reaching 350,000 


of their best customers 


throughout the rest of the world. 


Stone Container Promotes 2 

Alvin Blue, manager of sales 
service for Stone Container Corp., 
| Chicago maker of corrugated box- 
es, has been promoted to assistant 
to the president and sales di- 
rector, a new post. Alan Stone, son 
of Norman H. Stone, company 
| president, and with the company 
since 1950, has been promoted to 
/sueceed Mr. Blue. 


| Stewart Joins Watts, Payne 
Jack Stewart, formerly public 
relations consultant for KVOO 
Tulsa radio outlet, has been named 
an assistant account executive and 
creative writer with Watts, 


| Payne—Advertising, Tulsa. 


ART MATERIALS - SCHOOLS 


~ TRAVEL- VACATIONS — 
_ PAPER + ENGRAVING | 
TYPOGRAPHY « PRINTING 
LITHOGRAPHY - BOOKS _ 
PHOTO SUPPLIES 


fhen you ought to advertise in 
AMERICAN ARTIST — the favor- 
ite best-selling magazine of a 
| $40,000,000 class market with 
tremendous earning — SPEND- 
ING — and BUYING power. 
Readership over 250,000... 
paid circulation guarantee over 
40,000 — most of whom admit 
their buying is influenced by the 
hour or more they lavish on each 
issue! 


Write or phone for sample copy 
and details. 


american artist 
24 W. 40th St.,N. Y.18,N.¥.CH 4-2878 
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Schweppes’ Handsomely Bearded President 
Will Be the Key Figure in Schweppes Ads 


New York, May 12—Hewitt, 
Ogilvy, Benson & Mather, an 
advertising agency which in the 
past has achieved somewhat of a 
special reputation for its use of a/ 
gentleman with an eyepatch, .a 
lady and her cigar, and a rather 
esoteric vocabulary, will shortly 
make another bid with a man and 
his beard. 

There won't be any modeling 
fees for the services of this ele-| 
gant-looking gentleman who| 
sports a full-grown beard and who, | 
the agency hopes, will become fa-| 
mous as “The man from Schwep-| 
pes.” He’s Cmdr. Edward White-| 
head, president of Schweppes 
(U.S.A.) Ltd., and responsible for 
all overseas operations of the Bri-. 
tish bottler. 

Currently living in New York, 
Cmdr. Whitehead is here to super- 
vise the introduction of locally 
bottled Schweppes products in the 
U.S. The arrangement is part of a 
reciprocal deal whereby Pepsi- 
Cola Co. and Schweppes Ltd. will 
manufacture and sell each other’s 
products in their respective coun- | 
tries (AA, Dec. 15). | 
| 
® Metropolitan Bottling Co., al 
wholly owned Pepsi-Cola _ subsi- 
diary, begins distribution May 18) 
in the metropolitan area of! 


| 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y.19 © CO $-8088 


“Over a Quarter Century 
of Dependable Service” 


Schweppes quinine water, fol-| 
lowed in a short time by Schwep- | 
pes club soda, at popular price 
levels. 

Schweppes-style bottles bearing! 
the distinctive yellow-and-black | 
labels seen elsewhere in the world 
will be used, replacing the special 
labels that have been used up to 
now on Schweppes bottles im- 
ported to the U.S. 

Schweppes used to retail be-| 
tween 30¢ and 45¢ for a 10-ounce 
bottle. By shipping the concen-| 
trated essence here in containers 
and supplying the bottle and car-. 
bonated water in the U.S., a 90% 
saving in shipping charges has. 
been made, according to Emmett 
R. O’Connell, president of Metro- | 
politan Bottling Co. 


8 Distribution of Schweppes prod-| 
ucts will become progressively 
wider as additional Pepsi-Cola 
bottling plants across the country 
join the operation. They will be| 
advertised in newspapers, maga-| 
zines, radio, television and out- | 
door. 


In New York, a_ large-space) 
newspaper campaign breaks May 
23. Business paper advertising, | 
some of which also features “The 
Man from Schweppes,” is already | 
in progress. 

Copy on the consumer magazine 
ad shown here, scheduled to run 


several months hence, reads as 
follows: 
“Meet Commander Edward 


Whitehead, Schweppesman Ex- 
traordinary from London, Eng- 
land, where the house of 
Schweppes has been a great 
institution since 1794. 

“The Commander has come 
to these United States to make 
sure that every drop of Schwep- 
pes quinine water bottled 


here has the original flavor 
which has long made it the 
essential mixer for authentic 


TAXIPOSTERS 


Colorful, attractive Taxiposters are always 
in the center of crowds. No waiting for 
persons to gather. . . 
periods. Taxiposters travel 24 hours a day 
and cost as little as a penny per poster 
for five to seven miles. Write us for 
details and availabilities. 


no lull or slow 


Mass. Daily Hikes Price 


The Outdoor Aduertising Easiest to See 


WM. E. WHALEY COMPANY 


‘136 So. Fourth Ave. 


” houisvitle, Ky. ° 


trade relationships for manufac- 


|price from 2¢ to 3¢ a copy. Fa 


'to the home, 90¢ a month by mail. 


The man from Schweppes is here 
Ni se — pontine Ais - 9 bce es oe ne a A . se yo ° ’ - 


SCHWEPPERVESCENCE—"‘Meet Commander Edward Whitehead’ begins the copy 
in this color magazine ad which Hewitt, Ogilvy, Benson & Mather has prepared 
for Schweppes (U. S. A.) Ltd., to run in a few months. 


gin-and-tonic. Publication Names Agency 


“He imports the original, Jndustrial Maintenance, Phila- 
Schweppes elixir, and the S€-| delphia, publication for the plant 
cret of Schweppes unique car-| operating field, has appointed 
bonation is locked in his brief-| Gray & Rogers, Philadelphia, to 
case. ‘Schweppervesence,’ says| direct its advertising. Present plans 
the Commander, ‘lasts  the| are to promote the magazine in a 
whole drink through.’ It took! Series of ads in national advertis- 


Schweppes almost a hundred | ing media. 


ears to bring the flavor of. ‘ 
y v3 é yoo FS ood Stores Sales Rise 


their quinine water to its pres- 
ent bitter-sweet perfection. But) National chain food stores sales 
it will take you only thirty; were up 8.5% during March this 
seconds to mix it with ice and | Year Pang ea aie = “y — 
ie : , according to Chain Store Age. Na- 
acai Soe oe a pet tional drug chain sales showed a 
° | drop of 0.4% during the month. 


the day you read these words. | 
Niederkorn Appointed A. E. 


“P'S. You can now buy 
Schweppes quinine water at. , 

; ” Edward S. Niederkorn, formerly 
popular prices everywhere! | with Ross Advertising, Portland, 
'Ore., has been appointed an ac- 
Comet Luggage Bows ' /count executive for Harvey & Por- 

Comet luggage, a new line par- ter, Portland agency. 
ticularly designed for air travel, 
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Whirlpool Bares All 
to Tell Congress of 
Profits Tax Evils 


| Sr. JosepH, Micu., May 12— 
|Elisha Gray, president of Whirl- 
pool Corp., home laundry appli- 
ances manufacturer, has sent to 
-members of the House, Senate and 
|key government officials a 24- 
page graphic folder illustrating 
| what he calls the evils of the ex- 
‘cess profit tax. 

| Mr. Gray appeals to the legis- 
lators to let the tax die when it 
expires on June 30, and uses the 
history of his own company to 
show how the tax stifles corporate 
growth. 

The kernel of Mr. Gray’s argu- 
ment lies in what happened when 
Whirlpool doubled its sales be- 
tween 1950 and 1952—from $60,- 
000,000 to $120,000,000. This extra 
profit, he points out, put the com- 
pany into the excess profits brack- 
et. In addition to the 52% normal 
corporate income tax, an addition- 
al 3% excess profit tax had to be 
paid on the extra $60,000,000. 


@ “Where does this leave us?” 
Mr. Gray asks. On the first $60,- 
000,000 there had been a net profit 
of $2,880,000 for payment as divi- 
dends to stockholders and retained 
earnings for the business. But on 
the second $60,000,000 there was 
only $1,080,000 left. After paying 
dividends, Whirlpool had $720,000 
to plough back into the business. 
“How do you finance $60,000,000 
of growth sales on $720,000,” he 
asks. “Put yourself in my position,” 
Mr. Gray asks the solons. “Am I 
justified in permitting my com- 
pany to continue its growth...is it 
prudent management judgment to 
want my company to continue as 
a vigorous, dynamic and compe- 
titive business...when, under the 
excess profits tax, I can only pro- 
gressively weaken the business?” 


Active Screw Names Schram 


Active Screw & Mfg. Co., Chi- 
|/cago, has named Schram Adver- 
|tising Co., Chicago, to handle all 
its advertising. An expanded pro- 
gram will include increased use of 


'direct mail and trade publications. 
| 


_Keps Electric Boosts McNeff 

Jack McNeff, with the company 
for three years, has been promoted 
to sales manager of major appli- 
ances, Admiral division, Keps 
Electric Co., Pittsburgh 


will be introduced to the Canadian | 
market by L. McBrine Co., Kitch- 
ener, Ont., in weekend newspapers | 
on May 16. Full-color insertions 
will run in magazines thereafter. 
The luggage is named after the 
British Overseas Airways Corp > 
Comet Jet, and is endorsed by the | 
airline. Ferres Advertising Serv- | 
ice, Hamilton, Ont., is the agency. | 


| 
Cary-Hill Opens in K. C. 


Cary-Hill, Des Moines agency, 
has opened offices in Kansas City 
to serve its clients in that area. 
James L. Hill, agency president, 
will serve as general manager of 
both offices. George W. Moret will 
be in charge of creative activities. 
William K. Dietz, copy director, 
has been shifted to the new office 
as account executive. 


Lowe Joins David Pollock 

Leo E. Lowe Jr., formerly adver- 
tising manager of Alaska Copper 
& Brass Co., Seattle, has been ap- 
pointed to head a new product and 
field research department for Da- 
vid Pollock Agency, Seattle. He 
will conduct studies of product ap- 
plications, user experience, and 


turer clients with national dis- 
tribution. 


The Daily News, Amesbury, 
Mass., has increased its newsstand | 


increase was attributed to steadily 
rising costs. Subscription prices 
have been increased to 20¢ a week} 


Collins, Miller & 
Hutchings 


INC. 


America’s 


FINEST 


photoengraving 
plant 


207 N. MICHIGAN AVE, 


CHICAGO I 


» 
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Coming 
Conventions 


*Indicates first listing in this column. 

May 18-19. Magazine Publishers Assn., 
34th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 22. National Federation of Adver- | 
tising Agencies, central regional conven- 
tion, 712 S. Olive St., St. Louis. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 7-12. National Advertising Agency 
Network, 22nd annual management con- 
ference, The Broadmoor, Colorado Springs, 
Colo. | 

June 8-10. National Sales Executives | 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 8-10. Assn. of Newspaper Classi- 
fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 

June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. 

June 10-14. National Business Publica- 
tions, annual meeting, The Broadmoor, | 
Colorado Springs, Colo. 

June 12-14. Federation of Canadian 
Advertising and Sales Clubs, annual 
convention, Hamilton, Ont., Can. | 

June 14-17. Advertising Federation of | 
America, 49th annual convention, Statler | 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the | 

! 


West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- | 
set Hotel, Boston. 
June 22-25. National Industrial Adver- | 


tisers Assn., annual conference, Hotel | 
William Penn, Pittsburgh, Pa. | 
June 26-28. Northwest Daily Press 


Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 


June 27-July 1. National Assn. of Dis- 
play Industries, “Christmas Convention,” | 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency | 
Group, national convention, Benjamin | 
Franktin Hotel, Seattle. 


Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- | 
Salle Hotel, Chicago. | 

Sept. 14-18. Outdoor Advertising Assn. | 
of America, 56th annual convention, 
Shamrock Hotel, Houston. | 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- | 
cago. 

Sept. 27-29. Mail 
Assn. International, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertis- 
ing Assn., 36th annual conference, Hotel 
Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 
vention, Shoreham Hotel, Washington, 
oS ¢C. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

*Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Conference 
of Women’s Advertising Clubs of the Ad- 
vertising Federation of America, Edge- 
water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- | 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 


Advertising Service 
annual convention, 


Two Name Leech Advertising 

E. L. Mustee & Sons, Cleveland 
maker of Duratub laundry trays 
and a line of water heaters, has 
appointed Leech Advertising Co., 
Cleveland, to handle its advertis- 
ing. Previously, the company was 
a direct advertiser. The agency has 
been named also by McIntosh Lab- 
oratory Inc., Binghamton, N. Y.., 
maker of high fidelity amplifiers 
and loudspeakers. Promotion uti- 
lizing trade and consumer maga- 
zines, direct mail and participation 
in trade shows has been planned 
for both accounts. 


McNeill & McCleery Joins 4A’: 
McNeill & McCleery, Hollywood, 
has been elected to membership in 


the American Assn. of Advertising 


Agencies. 


Deece to Stiller-Rouse 


Deece Inc., Huntington Park, 
Cal.. and Cannonsburg, Pa., 
maker of aluminum outdoor fur- 
niture, has appointed Stiller-Rouse 


|& Associates, Los Angeles, to han- 


dle its advertising and public re- 
lations. 


Pettler Forms Coast Agency 


Alfred M. Pettler, formerly a 
partner with Conley, Baltzer, Pet- 
tler & Steward, San Francisco 
agency, has formed an agency 
bearing his name at 821 Market 
St., San Francisco. 


‘Kent Picks Moser |. Cotins 


Kent Co., Rome, Y., manu- 
facturer of industrie floor clean- 
ing equipment, has ¢ >pointed Mo- 
ser & Cotins, Utica, Y., to han- 

‘dle its advertising Preliminary 


plans include busine-s papers and 


consumer publicatio: s. 


| Appoints Chapman -Nowak 


' Columbian Rope Co., Auburn, 
\N. Y., has appointed Chapman- 
'Nowak & Associates. Syracuse, to 
promote nationally ‘'s new prod- 
uct, Co-R-Tex, for bedding and 
upholstering manufacturers. 


'Campbell Joins Easy Washing 


Gage Campbell, previously man- 
ager of the appliance division of 
Beatty Bros., Fergus, Ont., has been 
named general sales manager of 
Easy Washing Machine Co., Toron- | 
to. | 


Trio Letters to Paul Grant 


Trio Letters Inc., Aurora, Ill., | 
maker of large wooden letters for 
display signs, has appointed Paul 
Grant Inc., Chicago, to handle its 
advertising. A direct mail and 
business publication campaign is 
planned. 


en ©) y 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 
shapes, single or multi-colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


LABELS 
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past year?” 


In their 1953 Disc Jockey popularity 
and trade aspects surveys, Billboard 
asked this question: 

*“Which three disc jockeys, in your 


opinion, had the best local radio 
and/or TV jockey shows over the 


When all the ballots were counted, 
WSM's Smilin’ Eddie Hill was in a 
neck and neck tie for second place 
in the country and western field. 

Not bad, considering the fact that 
the Eddie Hill Show has been aired 
by the Central South's Boss 
Salesmaker for only six months. 


For all the facts about WSM’s 
extraordinary ability to sell the 
Central South Market, just ask 
Irving Waugh or any Petry Man. 


WSM Nashville ...650 


Clear Channel 50,000 Watts 


of America’s top 
disc jockeys 


WSM‘'S SMILIN’ EDDIE HILL 
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For each advertising dollar you spend, LOOK 


delivers more readers in washing machine-own- 


ing families than any of the other big magazines 
in the weekly field . . . Life, Post or Collier’s. 
LOOK makes your ad dollars work harder. 
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Beginning June 16th 
LOOK’s circulation goes above 3,700,000...a bonus of 


GARDNER COWLES, EDITOR 


approximately 500,000, with no increase in rates during 1953 
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By William D. Tyler 
Leo Burnett Co., Chicago 

At the suggestion of your committee, I 
started some weeks ago to prepare a 
little monograph on the subject of ad- 
vertising to women. I am considered quite 
an expert in this field because I happen 
to be married to a woman... 

I was going to tell you in his piece 
that I had found that women were very 
much like people in their reaction to ad- 
vertising. ..But enchanted as I was with 
my wit, I found as I was writing that I 
had something on my mind that I didn’t 
think was very funny at all. It has very 
little to do with advertising techniques. 
And it is one that I think is somewhat 
more important to us. 

It’s just this: Are we failing to repro- 
duce the great creative men of the past? 
Are we in danger ef running out of crea- 
tive leaders? 


s I am going to say that we are. I’m go- 
ing to set out to prove it to you. Then 
I’m going to tell you why I think this 
is happening. And then I’m going to sug- 
gest a possible solution to what may very 
well be the most critical long-range prob- 
lem the agency business faces. At least 
it is one we have never had to face be- 
fore, certainly. 

Now, where do I get off saying that 
we have fewer creative leaders in this, 
the most prosperous and successful era in 
advertising’s history? 

Well, I’m going to ask you to think of 
the outstanding creative personalities in 
advertising today. The people who are 
fashioning new concepts, new selling 
methods, improved and original tech- 
niques. In other words, those around 
whom agencies are being built, schools 
of advertising founded. Not just highly 
talented people. We have more of those 
in advertising than ever before. Creative 
craftsmanship is at an all-time high. I’m 
talking about the people who keep this 
business alive and vital and changing 
and, in the best sense, controversial. 


8 Now I’m going to ask you to compare 
the list you have in mind with the one 
you would have made if you had been 


asked this question before the war. 
Wouldn’t it have included names like 
these: 


Albert Lasker...Raymond Rubicam... 

Arthur Kudner...Frank Hummert... 

Henry Eckhardt...Stirling Getchell... 

Bill Day...Wallis Armstrong. ..Roy 

Whittier...Ev Grady...Ted Patrick... 

O. B. Winters...Tom Ryan...Vaughn 

Flannery? 

None of these is in the agency business 
today. Some others who were making his- 
tory then still are. But I don’t think any 
of the following will take offense if I im- 
ply that much of their time is now spent 
in putting fires out rather than in setting 
them. 


s Jack Cunningham is no longer solely 
a creative director. Neither is Jim Ellis. 


Jim Young has more responsibilities than 
just copy-chiefing. So have Bruce Bar- 
ton and Phil Lennen and Fax Cone and 
Bill Esty. 

Now, I think you will agree that at 
least in numbers, we have a smaller 
elite of creative people today than a few 
years ago. 

The reasons are several. Each by itself 
could have been responsible. But as luck 
would have it, they all hit at once: 

e First, we got high taxes. These brought 
about a certain decrease in personal in- 
centive. 

e Second, we have had easy times. The 
pest few years have not been calculated 
to develop lean and hungry types. 

e Third, the war cost us four years of 
potential creative development. 

e Fourth, the growth of research. We are 
tending to lean on research findings as a 
substitute for original thinking—another 
deterrent to the development of our new 
crop of creative people. 

e Fifth, the advent of television diverted 
the talents of many potential creative 
people into a specialized channel. 

e Now, there is not much we can do 
about any of these things. But my sixth 
point is probably the most important, and 
here I think we can do something. 


Emphasis Has Shifted 

It is that agencies are bigger today— 
three times as big as they were before 
the war. This growth has shifted empha- 
sis from the creative to the business side. 
Further, it has inevitably led to internal 
specialization. With specialization, it has 
become fashionable to pooh-pooh the all- 
round adman. And it is true that the com- 
plexity of the agency business today 
makes it virtually impossible to be an 
all-round adman. 

Specialization, I maintain, is one of the 
factors responsible for making the red- 
hot creative man a vanishing American. 
Now, what can we do about it? Let’s 
hope we aren’t seeing the last of the 
Mohicans. 


@ Let me backtrack. Not too many years 
ago the agency business was peopled with 
wild Indians. Each agency was a warring 
tribe with its own set of rules. Each 
thought the other’s way of advertising 
was downright sinful, if not absurd. The 
chief was usually known to his followers 
as a Creative Genius. And each group 
felt that it and it alone had gotten the 
word. 

Now, the weapons these various fac- 
tions used were not up to ours. Their 
sense of organization was deplorable. But 
they could move quickly, and they were 
small, agile and hungry. 

Each of these Indian chiefs has a for- 
mula all his own. Research has since 
proved many of them faulty. But in those 
days each group was sincerely convinced 
that its method was the right one. And 
some of those now obsolete formulas sold 
an awful lot of goods. They sold be- 
cause the fire and sweat and blind belief 


that went into their execution leapt out 
of the page at the reader and made con- 
verts. 

Now the agency business is in the 
hands of people who have gone to school 
and wear shoes. Agencies are mechanized, 
integrated, and.made up of specialists. 
They’re well-fed, fat and happy. 

That’s progress, all right. Except for 
one thing. It’s getting pretty hard to tell 
their work apart. Remember when you 
could tell an Ayer ad from a Ruthrauff 
almost with your eyes closed? A Y&R 
from a Blackett, a Getchell, a Blackman, 
or a Thompson? 

Now, you can say that this greater uni- 
formity of product has come about be- 
cause we have all learned more and are 
working toward a more clearly defined, 
common goal. And that is a good thing. 


Too Much Departmentalizing? 


But by the same token, this mutually 
comforting agreement between agents is 
leading us toward a more standardized 
output. And that is a bad thing. Ours is 
a combative business. Our motive force is 
originality, daring, and doing the unex- 
pected. As all ads and commercials get 
more alike, they tend to become less ef- 
fective, even though each is based on 
solid selling principles. 

And during the past five years, there 
has been expressed more dissatisfaction 
with the idea content, the variety, the 
originality and the daring of advertising 
than ever before. 

Is this because we are failing to at- 
tract bright and talented people? No. If 
for no other reason than that we're bigger 
and more prosperous, we are attracting 
more worth while talent than ever. 

Is it because we are not training these 
people properly? No. We’re doing a bet- 
ter job of education than we ever had. 


a Then where are we falling down? I 
don’t think we are. It’s just that the crea- 
tive course has been made a lot stiffer. 
Research has put a curb on opinion as a 
basis for creative action. As a result, new 
approaches are harder to come by. 

But my question is: Are we developing 
the kind of people who will be able to 
meet this new challenge? Sure, we’re do- 
ing a better job of teaching our talented 
people the creative trade. But once they 
have been graduated into finished crafts- 
men, we’re through. 

There’s no postgraduate course for 
potential creative leaders. 

Because of our departmentalizing, the 
chance for an able copywriter to become 
more than that is less than it used to be. 
He is further away from the client, the 
trade and the point of sale than he ever 
was. He lives in a world of his own, 
made up almost exclusively of other cre- 
ative people. He hears just enough of 
what his client’s problems are to enable 
him to fashion an ad. As an outlet for 
his naturally competitive and ambitious 
nature, he tries to outdo his fellows with 
better technical examples of the tight 
little list of advertising approaches now 
available to him. He is fighting the bat- 
tle of ads rather than the battle of in- 
creased brand share. 

Certainly Kudner, Cone, Burnett and 
Biow didn’t come up that way. They 
worked with the client, with the sales 
force, sweated with them, suffered when 
they suffered, added all this knowledge 
and experience to their knowledge of 


advertising techniques. 

Each felt that the client's sales were 
his responsibility—and his alone. Of 
course, common sense tells us that this is 
not so, that many factors other than ad- 
vertising influence sales. But to do a 
complete and brilliant and successful cre- 
ative job, this is one kind of common 
sense that maybe it is good to forget dur- 
ing the working day. Because it is only 
through a sense of personal responsibility 
that great creative work is done. 


Give ‘em Wider Responsibility 

If we are to lift our most promising 
copywriters and art and TV production 
people up to this next plateau-——that of 
creative leaders—mustn’t we endow them 
with this same sense of over-all respon- 
sibility? Isn’t that the first step? One 
leading client evidently thinks so. I un- 
derstand that Lever Brothers is asking 
its agency creative people to accept re- 
sponsibility that was formerly the ac- 
count executive’s. What’s wrong with 
that? 

Oh sure, a lot of copy people might 
say that this is bad because it means that 
they would have to become personal 
salesmen rather than concentrate solely 
on creative work. But the better personal 
salesman a creative person becomes, the 
better his creative salesmanship becomes. 


a Or, it could be argued that the creative 
man loses his objectivity through close 
client relations. This objective detach- 
ment, I submit, is what is wrong with 
a lot of today’s advertising. Not enough 
heart in it—not enough conviction—too 
much concentration on technique. 

Or, it could be argued that the creative 
man is unfitted for client exposure be- 
cause he is an artist and not a business 
man. And here we get down to an im- 
portant point. The great creative leaders 
of the past were one part artist and one 
part business man. It was this curious 
alloy that made them great. 

They could get the pulse of the client— 
his aims and objectives—because they 
were business men. When they sat down 
to translate this feeling into advertising, 
they were on the soundest possible 
ground. They had perspective. 


a Now, where but among creative people 
can you find the raw material for this 
split personality which makes for out- 
standing creative leaders? Isn’t it easier 
to make a business man out of a creative 
man than the other way around? 

Sure, it’s a hard job. Creative people 
are subjective and temperamental and 
egotistical. But do you know of any bet- 
ter way to iron out temperament and de- 
velop humility than through constant con- 
tact with the client and his organization? 
No better way then to get a personal kick 
in the teeth from the guy who’s spending 
the money when a campaign back fires 
or lays an egg. 

The guy in the ivory tower never hears 
from his audience. The readers don’t talk 
back, but the client can and often does. 


‘Clients Are Louses’ 

There’s another reason why creative 
people should see more of your clients. 
Let’s face it, creative people don’t like 
clients. Clients are people who louse up 
your ads. But clients are people. If your 
creative men could get to know these 
clients and their problems at first hand, 
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they would certainly develop a little un- 
derstanding and, who knows? actually get 
to like them. Now, any personal salesman 
knows he can’t sell a man he thoroughly 
dislikes. Yet many creative people feel 
‘that way about clients and think it doesn’t 
affect the. advertising they write. And 
the best advertising is good advertising 
that the client believes is good advertis- 
ing. Advertising that excites the client ex- 
cites the sales force, excites the trade, 
and has twice the chance of success with 
the consumer. 

I think we can help develop this new 
elite corps of creative leaders by giving 
our most promising creative people more 
of a complete sense of responsibility for 
the entire account. This, I think, calls for 
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greater client exposure, more trips in the 
field, and inclusion in all—or almost all 
—agency meetings that pertain to that 
client’s business. I recognize that this is 
apt to be a painful, costly and often fruit- 
less effort on your part, creative people 
being what we are. But the reward of 
developing another Jim Young or Roy 
Whittier would far more than pay for 
one hundred failures. 

And unless we do something, I hope 
you don’t think I’m overstating when I 
say we're all going to be the loser in 
diminishing effectiveness of advertising 
and a slow wasting away of true creative 
talent. 

That’s what I mean about getting the 
creative man out of that corner. 


Cut Above Average 


Any adult New Yorker with insomnia 
of a Saturday morning could do worse 
than to switch on his TV set and catch 
NBC’s “Children’s Theater” on Channel 4 
(WNBT, New York) from 9:30 to 10:30. 

“Children’s Theater” 
is emceed by a likable 
young chap named Ray 
Forrest, who looks 
hardly old enough to 
be out of high school 
himself. Having the 
appeal of an older 
brother, Forrest talks 
to the kids in the TV 
audience as if they 
were seated in a circle 
before him. He definitely does not talk 
down to them—as an older person might 
—but rather encourages them to think up 
on his level. You feel that if the kids were 
actually grouped around him he would 
show considerably more patience than 
you do with your own kids—and would 
be much more successful in riveting their 
attention and retaining their interest. 

Forrest shows a number of short films 


. Mien. 


Ray Forrest 
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during the hour that “Children’s Theater” 
is on the air—none of them cowboy films. 
A cartoon or two, occasionally, but also 
films having to do with the arts and sci- 
ences. Films showing foreign countries, 
too, and their customs. “Children’s Thea- 
ter,” in short, is several cuts above the 
average fare that the networks produce 
for the moppets—and apparently the kids 
eat it up. 


s The show is sponsored by Miles Shoes 
Inc. and—with one exception—the com- 
mercials are handled by Forrest, who talks 
about Miles shoes for boys and girls in 
the same ingratiating way in which he sets 
the stage for the various films shown on 
the program. The one exception is a com- 
mercial built around a catchy and rythmic 
jingle called “Happy Feet.” This jingle 
would lend itself admirably to an ani- 
mated cartoon but instead its effect is lost 
through some badly coordinated telops. 
This, however, is a minor flaw in an 
otherwise excellent program—as _ inter- 
esting to adults as to the kids for whom it 
is intended. 


Health Angle Poses Cigaret Problem 


The latest in a long series of medical 
reports linking cigaret smoking with can- 
cer of the lung was carried by the lead- 
ing newspapers of the country recently, 
based on an Associated Press dispatch 
summarizing a study conducted by the 
medical department of the University of 
Pennsylvania. The research findings in- 
dicated a “close relationship” between 
cigaret smoking and lung cancer, but em- 
phasized the lack of such a correlation 
between this disease and cigar and pipe 
smoking. 

Compared with the policy and public 
relations problems inherent in the grow- 
ing body of medical data on this subject, 
the criticisms which the cigaret companies 
are constantly subjected to because of 
their advertising must seem like a very 
small annoyance indeed. And the public 
interest involved in possible deviations 
from absolute truth represented by cig- 
aret advertising, and that created by the 
threat to public health suggested by re- 
cent findings, are separated by a wide 
gulf. Very few would be harmed, even if 
misled, by cigaret advertising per se; but 
if the product itself is dangerous, that’s 
an entirely different story. 


® The possible relationship between cig- 
aret smoking and cancer of the lung was 
first brought to public attention by the 


Reader's Digest. Later newspaper stories 
based on reports of medical research have 
appeared at fairly frequent intervals, and 
more recently Christian Herald let loose 
a blast at the industry along the same 
lines. Now the current AP report and 
the University of Pennsylvania researches 
on which it was based again bring the 
matter to public attention in a most em- 
phatic way. 

Just what should cigaret advertisers do 
under these conditions? Thus far sales 
have not declined because of the unfavor- 
able publicity which the product has re- 
ceived because of the growing number of 
articles published on the subject of lung 
cancer. On the contrary, they have in- 
creased, and industry authorities predict 
continued rises in sales. Therefore it might 
be argued that since the public is not 
yet seriously alarmed, laissez faire is the 
correct policy for the industry to follow. 


8 On the other hand, the cigaret com- 
panies, their agencies and the media 
which carry their advertising must be 
aware of the moral responsibility to the 
public with which they are confronted, in 
determining whether there is more than 
a remote possibility of widespread haz- 
ards to public health due to cigaret smok- 
ing. No one directly concerned with this 
advertising can feel comfortable in the 
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Insistent | on . Facts 


As conscientiously as any parent, we tried our best to induce our kids to do 
things for themselves and accept increasingly greater responsibility. But not 
until they had reached their teens did we send them down to the local cobbler 
to have their shoes repaired—and, by that time, shoe wear had become much 
less of a problem than during their early, formative years. 

Consequently, we wonder just what degree of interest this Biltrite Nuron 
ad has for parents—or for adults without offspring. If the headline said, “Now 
—soles for your shoes guaranteed to last at least three months,” we might be 
more likely to specify Biltrite Nuron soles next time we took a flock of shoes 
down to the shoemaker for general soling and heeling. This fact, however, is 
buried in six lines of eight point type and only because we happen to be extra 
curious did we happen to come upon it. 

Because of the circus tie-up, the fact that circus season is a-comin’ up, 
quite possibly neighborhood cobblers will have posters in their windows 
featuring Lou Jacobs doing a handstand and exhibiting the Biltrite Nuron 
soles on his shoes. But if the three-month guarantee is as hard to find on the 
poster as it is in this ad, we wonder just how effective it’s going to be. 

We're a little curious, too, about just what the soles are made of, how much 
longer they wear than leather and whether or not they will mark floors. These 
are practical matters that we, as a parent, like to take into consideration. If 
kids walked on their hands, like Lou Jacobs in the ad, we might not be so 


Advertising Age, May 18, 1953 


a, 


— 
some tor 


et a AN BILTRITE 


eeeues COMPA 


tonne SNR ees 


light of the growing indications of what 
the latest university report calls a “cor- 
relation” between smoking cigarets and 
lung cancer. It has not been finally proved 
that cigarets are a cause, but the indica- 
tions point strongly in that direction. 
It seems to me that a joint industry 
research program, using the same type 
of scientific methods employed in the 
most recently published reports, is the 
logical move for cigaret manufacturers to 
make. Their first task is to explore the 
subject fully and frankly, to determine 
the exact facts; and then, having the facts, 
to meet them in the best possible way. 
It is entirely possible that a thorough in- 
vestigation would pinpoint the exact de- 
gree and extent of the hazard; and at 
the same time might suggest ways in 
which it could be eliminated. Certainly 
getting all the facts is the first step in the 
direction of solving the problem. 


® It has been reported that at least one 
well-known cigaret company, a leading 
advertiser, has a research project of this 
kind under way. No publicity has been 
given its action, if indeed action has been 
taken. This is easy to understand, since 
it could hardly be considered good public 
relations at this time to suggest that the 


cigaret makers take the-health threat of 
their products seriously enough to under- 
take scientific research. Later on, how- 
ever, provided the evidence on this sub- 
ject continues to mount, action of this 
kind could be pointed to as evidence that 
the industry has not been unmindful of 
its responsibilities to the public. 

Another interesting angle is the fact 
that the principal cigaret companies ad- 
vertise regularly in the leading medical 
journals—the same publications which 
have reported research projects linking 
cigarets to cancer of the lung. The adver- 
tising is addressed to doctors as consum- 
ers, although it may be assumed that it 
does no harm in creating a favorable at- 
titude on the part of medical men when 
their professional opinions regarding cig- 
aret smoking are asked. 

It is said that medical publishers carry- 
ing this advertising, which in at least 
one case totals about $100,000 a year, are 
wondering if they should continue to 
publish it. They are said to feel that 
with the growing volume of evidence 
which they themselves have published, 
suggesting cigarets as the culprit in a 


substantial number of cases of lung can-~ 


cer, their position is becoming inconsist- 
ent, to say the least. 
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Redbooks 2087000 circulatic 


67,000 more than the average for the first quarter of 1952! 
This is a continued gain over the 12/31/52 ABC figure of 
2,040,369 and reflects the increasing vitality of Redbook’s 


impact upon the Young Adult market. 


*Publisher’s estimate 
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Mail Order and Direct Mail Clinic... 


A Place for an Expert 


By Whitt Northmore Schultz 


Subscription managers, attention, 
please! 

Have you noticed your renewals falling 
off recently? 

If they’re not, they might be soon— 
unless you pep up and warm up your 
“please-renew-your-subscription-now” 
letters. 

Some of the ones I’ve been receiving 
lately are really cold numbers, completely 
lacking that simple, friendly and personal 
spirit that is effective direct mail. 

To learn how some key business and 
consumer magazines seek subscription 
renewals, I recently made a test. 


® The results of this admittedly unscien- 
tific test indicate: 

1. Certain basic fundamentals used in 
resultful direct mail are totally and woe- 
fully lacking in these subscription of- 
fices. 

2. Most renewal efforts appear half- 
hearted, unfriendly, and lacking in sin- 
cere reader benefit appeal. 

3. They show far too much printing 
carelessness, and abundant address inac- 
curacies. 

For this test I purposely did not renew 
my personal subscriptions to several pub- 
lications which have been regular weekly 
and monthly visitors in my home. 

I wanted to learn just how much a 
regular, individual, paid-in-advance sub- 
scriber meant to certain books when a 
subscription was about to expire. 


s Surprisingly enough, one of the weekly 
magazines I enjoy most (and which is 
having a solid, steady growth, by the 
way) made the best, friendliest, and sin- 
cerest attempt to win my renewal. 

Here’s a brief summary of the maga- 
zine’s efforts so far...and I'll bet it’ll 
keep on trying: 

1. I received a personal letter from 
the top executive which said, in essence, 
“You hold a position of management re- 
sponsibility; thus, to do your job well, 
you regularly need our publication, and 
here’s specifically why.” Airmail reply en- 
velope, postage paid, was enclosed. 

2. A carbon copy of the first, personal 
letter with an overlay, “P.S.” type of 
message, boldly printed in red ink, courte- 
ously urging renewal, and enclosing an- 
other, postage paid, air reply envelope. 

3. A painstaking facsimile of a type- 
written letter stressing more reader bene- 
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fits together with an _ easy-to-fill-out 
postage paid reply card. 

4. Another tidily printed follow-up let- 
ter listing nine concrete reasons why I 
would save time and money by regularly 
reading this periodical. Postage paid reply 
card enclosed. 

5. Still another reader-benefit letter, 
with postage paid card, and with an 
orderly, interesting format having great 
eye appeal. This letter had the “renew 
now—bill later” approach which is sound 
... for it indirectly says, “Your credit is 
excellent.” 

6. Finally, a facsimile of a telegram, 
which crisply and cordially urges prompt 
renewal. An airmail prepaid reply card 
was enclosed. 


@ There you have six consistent, hard- 
hitting requests for renewal, each dif- 
ferent, each with a new approach, each 
showing how the reader benefits by re- 
newing. p 

In direct contrast, however, here is a 
summary of how the other publications I 
tested sought my renewal: 

1. Stencil returned with cold notice that 
my subscription had expired. 

2. Chilly letter, with smeared, inac- 
curately addressed order blank. No reply 
envelope. 

3. Uncordial first—and only—letter, 
poorly printed in green ink, warning that 
remittance had better be sent, or no more 
paper. 

4. Offer of a two-year renewal, at a 
very slight saving, but totally lacking in 
reason-why copy. This request came with 
smeared order form. My initials were 
wrong; my last name badly misspelled; 
and my house number all wrong. (It’s 
a wonder the letter arrived at all, for 
the order blank was used as an address 
form to show through a window enve- 
lope! ) 

Now it seems to me that a _ regular, 
paid-in-advance subscriber is a very im- 
portant person to any publication. 

He or she deserves the publication’s 
best and most persuasive direct mail ef- 
forts, intelligently prepared by skilled 
direct mail experts, not by just anyone 
in the office who is told to bang out a 
form letter to get renewals. 

Seems to me it might be wise for sub- 
scription managers to take a new and 
careful look at their renewal efforts dur- 
ing these harder-to-sell days which de- 
mand an intelligent and thoughtful ap- 
proach. 


Training Executives on the Home Front 


By Robert Newcomb and Marg Sammons 

Dr. Frank C. Bolton is the courtly, 
kindly and capable president emeritus of 
the Agricultural and Mechanical College 
of Texas, located at College Station some 
90 miles from Houston. He joined the 
staff of that young, struggling institution 
in 1909, and 41 years later he stepped 
down to yield the presidency to another 
man. Dr. Bolton did not remain long in- 
active, however. 

Last year the good doctor completed a 
long and detailed look at the various de- 
velopment courses for junior executives 
around the country. What he had seen and 
heard, he liked. But he felt that Texas 
was far removed physically from the east- 
ern seaboard where much of this training 
is administered. And he felt that Texas 
might also be mentally removed as well, 
absorbed in industrial problems foreign 
to other parts of the land. It was his 
feeling—which associates on the campus 


and in Texas industry shared—that ex- 
ecutive training for Texans might suitably 
begin in Texas. 


® In February, 1953, hand-picked junior 
officials from companies in the state 
gathered for three weeks at the A&M 
campus to get a penetrating exposure to 
such themes as administrative practices, 
costs and financial administration, mar- 
keting, employe selection and develop- 
ment. High on the list was the theme of 
public relations and employe communica- 
tion. 

Now, although the discussion leaders in 
some instances came from  far-away 
places, and necessarily talked business on 
a national plane, Dr. Bolton had seen to it 
that the discussions themselves were nar- 
rowed down to the problems of the area. 
It was important, for example, that stu- 
dents at the conference have not only a 
broad and descriptive picture of trends 


and developments in employe communica- 
tion, but also an awareness of the specific 
ways in which these matters could be 
locally applied. 


s The communications program in the 
East, built around heavy coneentrations of 
working people, probably wouldn’t have 
a prayer of working in most of Texas. Dr. 
Bolton recognized this, and his students 
at the development conference according- 
ly sat around the tables and collectively 
blocked out the best programs for the 
area. 


oe aie ae 
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Anyone who has attended the big man- 
agement conferences knows the frustra- 
tions of being exposed to a large, high- 
cost program, miles beyond the reach of 
one’s own modest budget. Such a listener 
must strain what he hears until it will 
go through his own organizational sieve. 

At Texas A&M, Dr. Bolton and his as- 
sociates keep that need in mind. If you go 
back to school for three weeks, he reasons, 
you must leave the campus not with the 
memory of things wonderful to hear, but 
with the knowledge of things you can ef- 
ficiently apply. 


Richards Agency Flies Ten Men to Florida, Puts on 
Five-Hour ‘Show’ for College Students 


When the University of Florida, at 
Gainesville, conducted a student-sponsored 
seminar entitled “Acvertising in Action” 
in March, it got remarkable cooperation 
from Eastern Air Lines and Fletcher D. 
Richards Inc., New York, Eastern’s agen- 
cy. 

Bradley A. Walker, Richards’ first v.p. 
and Eastern account supervisor, accepted 
an invitation delivered through Col. M. 
M. Frost, Eastern v.p. in charge of traffic 
and sales, for the agency to present the 
principal part of the two-day program. 

Leon Michel, who coordinated the pro- 
gram, tells what happened: 

“We sent down a contingent of ten men 
from the agency, to outline in a five-hour 
session the story of the conception, birth, 
creation and development of the Eastern 
Air Lines ‘Fly with Confidence’ campaign. 

“This was done with talks, specially 
prepared films, slides, posters, recordings, 
live re-enactment of actual creative ses- 
sions, and dramatic vignettes, all emceed 
by E. A. Gray, our creative director, and 
arranged in such a manner that the pro- 
gram was highly entertaining as well as 
tremendously educational. 

“The audience reception was so enthusi- 
astic, and so many letters of commenda- 


tion have come in since, that Mr. Walker 
has decided to put a condensed version of 
the entire presentation on film for future 
distribution to advertising clubs, schools, 
etc. 

“Following the presentation, we con- 
ducted a two-hour ‘Tables of Informa- 
tion’ session. Each of our various depart- 
ment representatives sat at a table, prop- 
erly designated, and answered questions 
put by students interested in his particu- 
lar phase of advertising. This was a very 
popular feature, and could have gone on 
much longer had there been time. 

“The day ended wih a banquet, at which 
Col. Frost was the principal speaker. He 
irew the inevitable conclusions to the 
facts we had presented—that is, the posi- 
tion of the client in relation to an adver- 
tising campaign, with emphasis on the 
evaluation of the advertising in terms of 
results secured.” 


s Mr. Michel sees in the experiment an 
excellent example of the continuing trend 
“toward bridging the gap for college stu- 
dents between the pure theory of adver- 
tising as they have learned it, and the 
hard facts of earning a living in the adver- 
tising business, as they will find it.” 


ACTING IT OUT—Carl Petrie, art director on the Eastern account, and Paul Batterson, 
copy director, re-enect an actual creative session for the students’ benefit. At right, 


Petrie makes a point with the aid of slides. 


THE WHOLE TEAM—Fletcher D. Richards Inc. didn’t spare the horses when the University 
of Florida asked the agency and its client, Eastern Air Lines, to participate in an “ad- 
vertising in action” program. Ten agency staff members put on a five-hour show for 
the students at Gainesville. Left to right, they are: E. A. Elliott, v.p. and media direc- 
tor; Leon Michel, who coordinated the program and discussed account work; Paul Bat- 
terson, copy director; Dudley Whittelsey, who prepared and presented the film portions 
of the program; Michael Hvidinov, production department; S. I. Frolick, supervisor of 
radio and TV commercials; E. A. Gray, creative director; Carl Petrie, art director for 


the Eastern Air Lines account; David Karner, promotion art director; John Shepherd, 


director of research. 
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A Better Buy for 


Collier's 
Readers 


me 


NOU! 


A Better Buy for 
Collier's 


Advertisers 


CING 


FFECTIVE with the August 7, 1953 

issue—on sale July 24th—every 
COLLIER’S published within the fore- 
seeable future will contain 112 pages 
or more. 
The first and obvious fact is that such a 
COLLIER’S will enable us to offer more 
for the money at the point of sale — 
which should put us in a strong com- 
petitive position on newsstands. 


The second fact, obvious to our editorial 
staff, is that—with more room to work in 
—we can do an even better job between 
the covers of such a book, to give every 
issue the maximum reader impact. 


The end result, we believe, will be a 
better buy for COLLIER’S advertisers. 


To accomplish this, we will concentrate 
our energies and our money on produc- 


ing this expanded COLLIER’S on an 
alternate week basis. 


Present subscribers will, of course, re- 
ceive the new COLLIER’S on a basis 
adjusted to the new alignment of issue 
dates. 


We are confident that this 50% bigger 
COLLIER’S will produce a substantial 
circulation increase — and are increas- 
ing our print order accordingly. 


Beyond this, as an expression of our 
confidence, we guarantee to all adver- 
tisers a circulation averaging 3,500,000 
during the fourth quarter of 1953—the 
first full quarter of operation under the 
new plan—and at no change in adver- 
tising rates for the balance of this year. 


4d 


CLARENCE E. STOUCH, President 
‘THE CROWELL-COLLIER PUBLISHING COMPANY 
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Salesense in Advertising ... 


Agency? Advertiser? Which Is to Blame 
for So Much Mediocre Copy? 


By James D. Woolf 

In this column, in the Jan. 5 issue of AA, 
I fulminated against the appalling mono- 
tony of so much of today’s advertising. I 
pointed to beer copy as a particularly 
noisome example. With two or three not 
very exceptional ex- 
ceptions, most of it is 
a perfectly frightful 
bore. The same claim 
of virtue (light, dry, 
mellow), couched in 
the same four or five 
tired words, is sing- 
songed over and over 
again by nearly all 
beer advertisers. Com- 
menting on this, I ven- 
tured the opinion that copycatism seems 
to be the fashion today among copy- 
writers. 

One of New York’s top-drawer copy 
men has written me that in his experi- 
ence, which has been most extensive, the 
advertiser and not the writer is usually 
the villain in the piece. The following 
quotations from his letter are not 100% 
verbatim because I do not want to reveal 
his identity, but I have not tampered with 
the sense of what he has to say. His let- 
ter: 


James D. Woolf 


s “Your beer-bore article in the Jan. 5 
issue of ApverTISING AGE hit the jackpot. 
I fully agree with it—as I do with all your 
articles—excepting in one particular. 

“You apparently blame copywriters fo. 
the fearful boresomeness of much of to- 
day’s copy. You and I know, down in our 
hearts, that this is not strictly true. The 
blame usually lies with the client. It is a 
bitter commentary on the advertising in- 
dustry’s job on itself that the higher you 
go on the executive scale, the more ap- 
palling ignorance of advertising you find. 

“To go back to your remarks on beer 
advertising, I have worked on a good 
many beers in the past. For a certain 
agency, a few years ago, I obtained one 
of the largest accounts named in your list 
of beers smitten with the ‘light dry’ craze. 
I got the account on the basis that we sus- 
pected the law of diminishing returns had 
set in for the ‘light dry’ theme; that we 
ourselves did not know which of many 
new appeals the beer-drinking public 
would go for. Our proposal was to sales- 
test various appeals in various markets, 
in order to come up with a winner. 


s “We made such tests. We ran six new 
appeals in a number of outlying markets 
—meanwhile, running a ‘holding’ cam- 
paign in the home market, based on the 
‘light dry’ theme. Even though two of our 
test-appeals brought dramatic sales in- 
creases—in total volume, in number of 
new stops opened, and in increased orders 
from old stops—these themes were re- 
jected by the brewery and the ‘light dry’ 
theme in all markets was insisted upon, 
even though sales in the home market 
continued to slide down hill. 

“Later I left the agency for which I had 
obtained the account, because of its slav- 
ish attitude in dealing with this beer ac- 
count. Some time later, I heard this agen- 
cy was losing the account, and therefore 
solicited it for another agency which I am 
now representing. 

“Again, I presented to the brewery a 
theme and campaign which, if I am any 
judge at all, would have (a) given them 
a strong localized campaign for their home 
market and for all markets; (b) lifted 
them out of the ‘light dry’ rut; (c) put 
their own beer in a class by itself, thus 
taking it out of competition instead of 


keeping it in competition with ail the 
light-dry beers. 


s “This time I did not get the account; 
the brewery insisted on continuing with 
the ‘light dry’ theme which had already 
failed—on the basis that all other beers 
were saying the same thing. How light 
and dry can these guys get? 

“You can’t blame that sort of situation 
on copywriters. I am a consultant as you 
are, working as a sort of ‘copy doctor’ for 
various large agencies in New York and 
out of town. I see less understanding of 
what makes advertising tick, what makes 
the consumer buy, on the part of many 
agency executives (as well as advertisers) 
than ever before. In the scramble to 
hand-hold the client with more and more 
fringe services, the real purpose of adver- 
tising has been lost sight of—to build 
great campaigns, based on great copy. I 
vastly prefer, as I know you do, some of 
the Hopkins and Hummert campaigns of 
many years ago. If run again, they would 
set the world on fire today. (The italics 
are mine.) 


s “I have had several arguments with 
agency friends regarding cigaret adver- 
tising. Advertising men, by the large, ab- 
hor the repetitiousness of Pall Mall copy; 
by that same token they have fallen in 
love with Old Gold commercials. Yet look 
at the comparative sales figures. I never 
dreamed, years ago, that Philip Morris 
would ever be ousted from fourth place. 
Pall Mall has done it, with one piece of 
copy, and Old Gold is nowhere. Yet you 
cannot sell (at least I can’t) that concept 
of advertising effectiveness to the average 
client. He doesn’t even know what I’m 
talking about. 

“Phe economics of this country needs 
great advertising now—needs great copy 
that really sells goods—and the public is 
not getting it. Some of the best campaigns 
that our most talented copywriters have 
ever prepared never saw print, and never 
will.” 


s This man’s letter interests me more, I 
think, than any others of the hundreds I 
have received from readers of this column. 
But I cannot go along with him all the 
way in pinning on advertisers so much of 
the blame for copycatism and anemic 22- 
caliber advertising. I am certain he re- 
ported his dismaying beer experience ex- 
actly as it happened, and I can match it 
with some case histories of my own, but 
I do not believe it is typical straight across 
the board. 

It’s been my pleasure—both over the 
years and currently—to work with many 
intelligent and cooperative advertisers. I 
have had a hand in producing numerous 
effective campaigns, in completely har- 
monious collaboration with the men who 
were paying the bills. 

On the other hand, advertisers—just 
because they do pay the bills—are not 
omniscient. But agency people, whether 
copywriters or executives, are not infi- 
nitely wise, either. I have yet to meet a 
superman in any bracket of the business 
of selling and advertising. 


s I think, generally speaking, that the 
responsibility for a weak and impotent 
campaign of advertising belongs to the 
agency. When a feeble theme is used, 
against the best judgment of the agency, 
because the advertiser insists upon it, 
there isn’t much to say for the professional 
ntegrity of the agency. It was precisely 
this situation that persuaded my corres- 
pondent to resign from his agency because 


of its “slavish attitude.” 

I have known architects to decline a 
juicy commission because they couldn’t 
stomach the prospective customer’s rococo 
ideas. I have known lawyers to resign 
from profitable cases because clients in-. 
sisted on writing thei. own briefs. I have 
known well-paid sales managers to quit 
well-paid jobs because they couldn’t hon- 
estly subscribe to the theories of the man 
in the front office. I am afraid that this 
high level of morality is a comparatively 
rare phenomenon in the advertising busi- 
ness. 


s I sympathize with my correspondent. He 
says in another part of his letter that 
there are advertisers “whose success as 
manufacturers apparently entitle them to 
be experts on everything.” But, in the 
particular situation he describes, the agen- 
cy, as I see it, is morally at fault because 
of its “slavish attitude.’”’ My friend, being 
a moral man, took the only possible 
course; he resigned from his job. 


Advertising Aye, May 18, 1953 


Bad advertising can come about in any 
number of ways. Sometimes everybody 
involved in the creative operation, both 
agency and advertiser, working in perfect 
harmony, produces a theme that turns 
out to be a sore disappointment. Some- 
times a copywriter, short on genius but 
long on stubbornness, prevails on his 
agency principals to approve an unin- 
spired idea. Sometimes, of course, it is 
the “slavish attitude” referred to in this 
letter. Sometimes it is a speculative idea 
cunningly contrived, in the solicitation of 
a new account, to appeal to the adver- 
tiser’s whims and prejudices. Oftenest, I 
suspect, it is the current epidemic of copy- 
catism that is raging rampant in both 
agencies’ and advertisers’ offices. 

It is my notion that advertising should 
be conceived in close and sympathetic 
collaborative effort between agency and 
advertiser. Each should respect the in- 
telligence and sincerity and high-minded- 
ness of the other. Anything less then that 
is intolerable, or ought to be. 


By Clyde Bedell 

Looking in a file the other day, I 
came across this ad clipped some time 
ago. It’s good so I’m showing it here 
despite the fact it isn’t current. It’s from 
a store that understands a lot about 
advertising. Monday morning (as this is 
written) they ran 18 ads in one paper, 
scattered. I believe that’s good for read- 
ership. 

But this one: Heading is selective of 
its rightful audience, provides a benefit, 
mentions the item favorably. Immedi- 
ately enlarges on the promise of the 
headline and tells what women want to 
know most. 

A pleasant, more direct invitation 
might have added a plus in response. 
But this is the stuff of which good ads 
are made. If you don’t think this ad is 
superior—pick up a paper in any city 
any day, and see how many you can 
find as good. 


s Ad people often deny the need for 
body copy in advertising—and point to 
apparel ads that pulled well where little 
or no copy was used. It is true that 
“easy” response is more independent of 
copy in apparel advertising than in any 
other merchandise advertising we know 
anything about. That is because some 
women will respond to any apparel ad 
illustrating a garment that looks to them 
easy to wear. But such ads—without 
copy—cannot sell the marginal addi- 
tional prospects that are so important in 
making ads maximumly successful. 

If an ad sells successfully without 
copy, it is a 1,000 to 1 shot that it could 
be made much more successful with 
good copy added. Good copy, not just 
copy. A great many ad writers are par- 
rots of buyers, or voices for buyers. 
They simply report the few inadequate 
words of specifications that buyers pro- 
vide. 


= A true advertising person is not con- 
tent to offer a few specifications—to 
report. The true ad person wishes to 


Looking at the Retail Ads 


Chicago Hours: 1@ to 3:45 e Hubbard Woods: 10 te 5:30 
La Grange Park: 10 to S 


STEVENS 


PRAISE 


Nicest compliment 


p your proportions 


( 
86995 


Hard-to-find spaced 
print—heavenly roses 

against black or navy 
silk—is the stuff that 

compliments are made 

of, for you petites! Unfad- 

ingly fresh dress and citified 
jacket to fit you with usually 
no alterations in sizes 12 to 20. 


Designers Shop, 4th Floor. Also Hubbard Woods 
and La Grange Park. Please, no mail or phone orders, 


CHAS. A. STEVENS & CO., CHICAGO 
Habbard Woods e La Grange FP 


sell—wishes to function as an editor and 
to interpret the news. 

Thus it is you can distinguish between 
copy which is “buyer dictated” even 
though a great store’s ad department 
prepared it, and one written by an ad 
person who understands something of 
advertising’s high potential. 

I have never been able to understand 
why people who do not add to the value 
of white space over and above what 
bare item presentation adds, call them- 
selves ad people. They are purely 
mechanics. They do only what high 
school children can be shown how to do 
in afew hours or days. 
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You can 
reach nearly 


ot 


families 
in the top three markets 


: out of every 


with this great buy! 


The group with the Sunday Punch aa 
And, when you consider First 3 Markets 

Group’s total “Sunday Punch” Circulation of 
6,500,000, you can reach 47% 

of the families in 1,457 Cities and Towns which 
account for 35% of Total U.S. Retail Sales. 
Increase your sales with this 1 great buy : 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure/Colorgravure 
Picture Sections /Magazine Sections 


New York 17,N.Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 
Chicago 11, IUl., Tribune Tower, SUperior 7-0043 

San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 

Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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™ | Along the Media Path 


e Modern Romances is distributing 
a new edition of its “Happy Home- 
making,” a primer of recipes, men- 
us, cooking, etc., sent to about 
500,000 brides a year 30 days after 
their marriage. The booklet has 
been redesigned for easier reading. 
It offers the brides additional 
service booklets from advertisers 
through Modern Romances. 


e “Radio U.S.A.,” a 22-minute 
color and sound film depicting the 
behind-the-scenes operations of a 
radio station, has been completed 
by WXKW, Albany, for showing to 
interested groups. 


e Charm’s Two Weeks with Pay 
issue in May, which is keyed to a 
South American vacation, is re- 
ceiving support from Braniff In- 


FREE BOOKLET 


“Courtesy Pays Off!’ 
Write today — use 
business letterhead, 
please. 


9 ee5 


The Pay-off of COURTESY 
is greatest on.... 


WATERMARKED 


by 
Fox RiVer 


*Cotton-fiber makes the finest BUSINESS, 
SOCIAL, AND ADVERTISING PAPERS 


ery bits 


1 appreciate, please, thank you! Grade 
school words, all of them, but powerful 


=e friends of the man who writes money- | 


making mail! ; 

Read free booklet, “Courtesy Pays 
Off!”... FOX RIVER PAPER'S latest contri- 
bution to better business letters. Author- 
ed by Dr. Robert R. Aurner, University 
of Wisconsin professor of business 


~ 


administration for 18 years, now director | 


of FOX RIVER Better Letters Division. 


Your effort to write productive mail 
—to select exactly the right word—is one 


of the reasons every letter costs more than | 


75¢. Protect this investment with letter- 
heads and matching envelopes of cotton- 
fiber paper by FoX River. Ask your 
printer for quotation today. 


Fox RIVER PAPER CORPORATION 
1130 S. Appleton St., Appleton, Wis. 
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WAME OF QUALITY 
RMARKED IN EVERY SHEET 


ternational Airways, which is 
building displays around the issue 
‘in its ticket offices and travel 
‘agencies. Twenty-three retail 
stores are staging vacation fashion 
'shews for women who work, with 
Charm editors acting as guest com- 
|mentators at 12 of them. 


e Scholastic Magazines has set up 
an information service for na- 
tional advertisers who need facts 
and figures about the high school 
youth market. Information is 
available through the magazine’s 
special services department, 351 
Fourth Ave., New York 10. 

“Fa 


e The Fawcett Women’s Group 
(True Confessions and Motion 
Picture) has released a supermar- 
ket edition of its “Beauty Reader 
Forum,” a study of consumer brand 
preferences in cosmetics. The 
booklet is sent to health and beauty 
aids buyers. Copies are available 
from the group’s promotion de- 
partment, 67 W. 44th St., New 
York 36. 


e The May issue of Seventeen car- 
ries an article on silverware and 
the magazine is providing retail 
|jewelers and department stores 
| with a promotional tie-in. The pro- 
| motion centers about a three-di- 
mensional window or counter dis- 
play adapted from the pictorial 
layout used in the silverware arti- 
cle. Patterns from 10 manufactur- 
ers are shown in a setting which 
|simulates the front of a high 
school, with a girl gracuate in the 
foreground. The displays are being 
| Shipped to 2,000 jewelers whose 
names have been provided by the 
manufacturers. Manufacturers’ 
salesmen will carry sample dis- 
plays. 


e Look’s annual 3,000 drug stores 
promotion starting May 19—with 
the theme “For Health and Fun 
in the Summer Sun”—will break 
all previous Look records for num- 
ber of tie-in advertisers and num- 
ber of participating chains, the 
magazine says. There will be 47 
advertisers tying in and 96 drug 
chains participating. 


e With summer coming in, and 
summer reading promotion on the 
agenda for most booksellers, the 
New York Times is sending a pro- 
motional kit to 700 book retailers 
for the fifth year. The kit con- 
tains a large color poster for win- 
dow or counter display, two small 
' easel posters in full color and full- 
‘color gummed streamers for win- 
dows, shelves or walls. In addition, 
the retailers will receive the New 
York Times Book Review vacation 
book issue, out on June 7. 

_e@ Department 
Claims: 


True establishes a new record 
‘for itself in its June issue, with 
‘more dollar revenue than any 
other issue. The issue also shows a 
revenue increase of 39.4% over the 
like issue in 1952. 

Coronet circulation for the first 
‘three months of 1953 was at an all 
time high, averaging 2,902,000 
copies monthly. 

A new record for the number of 

advertising pages in a single issue 
is reported by Super Market Mer- 
chandising. Its May issue carries 
186% advertising pages. 
New business booked by WCBS- 
|TV, New York, during the first 
quarter of 1953 was 86% higher 
than it was during the same period 
last year. 

The May issue of Sunset Maga- 


of Boasts and 


What General Electric Co. Spent in Five Media, 1948-1952 
Spot Radio and TV, Etc., Not Included) 


(Newspapers, Outdoor, 


Advertising Age, May 18, 1953 
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MEDIA BREAKDOWN-—The chart above shows how General Elec- 
tric Co., tenth largest advertiser in the U.S. last year, has allo- 
cated the money it spent in general magazines, farm magazines, 
newspaper supplements, network radio and network TV each 
year since 1948. GE has always been a heavy user of magazines, 
putting two-thirds of the budget into general magazines last 
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NETWORK 
RADIO 


year, while one-quarter went to TV. Total dollar expenditures 
each year are shown at the base of each column, with 000,000 
omitted. This chart covers only GE’s expenditures in the five j 
media listed, and does not include the company’s newspaper 


based on data compiled by Leading National Advertisers Inc. 


zine surpasses any other issue in 
size—256 pages. (On April 23, | 
Lane Publishing Co., the publisher, 
broke ground at its headquarters | 
in Menlo Park, Cal., to start con-| 


struction of an addition to its pub- 
lication offices.) 

Advertising linage in the May 
issue of Popular Mechanics Mag- 
azine has increased to 39,424 lines, 
equal to 176 pages, from 32,606 
lines, equal to 145 pages, in the 
comparable issue a year ago. 

It has been five years since 
Gerard Piel and his associates 
purchased the 103-year-old Scien- 
tific American. The progress re- 
port shows that the magazine’s ad- 
vertising linage has increased by 
455% from 1949 through 1952. And 
thus far in 1953 linage is up 37% 
over last year. The May, 1949, is- 
sue of the magazine carried nine 
pages of advertising. This May’s 
issue carries 59 1/6 pages. 

Argosy’s June issue shows a 
10.7% linage gain over the June, 
1952, issue. The first six months of 
1953 show a 7% linage gain over 
the same period last year. The 
magazine expects that the last 
six months of this year will top 
the linage in the second half of 
1952 by 15%. 

Ladies’ Home Journal is boast- 
ing that for the third time it has 
shown that it can raise its price 
and circulation simultaneously. 
Since it jumped its price last Jan- 
uary from 25¢ to 35¢, it has added 
more than 175,000 newsstand sales. 
The magazine pulled the same 
feat in 1942, when it increased 
its price from 10¢ to 15¢ and added 
another 200,000 average net paid, 
and in 1946, when it raised the 
price to 25¢ and recorded a circu- 
lation gain of over 25,000 within 
a few months. 


Tractenberg Joins Milprint 


Milprint Inc., Milwaukee, man- 
ufacturer of printing materials, 


lithographer and printer, has ap-| 
pointed Sam Tractenberg to head | 
|A test radio and newspaper cam- 
|paign has started in several Latin 


the company’s new soft goods 
packaging program in New York. 
Mr. Tractenberg formerly was pro- 
motion and advertising manager 
for Superbilt Products Inc. 


Canada Newsprint Export Up 


Canadian newsprint exports in 
1952 amounted to 5,666,449 tons, 
compared with 5,503,511 tons in 
1951, according to the Newsprint 
Assn. of Canada, Montreal. The 
U. S. took 4,835,065 tons of the 
total export, an increase of 52,000 
tons over 1951. Newsprint produc- 
tion increased by 171,000 tons over 
1951. 


Wood Heads Davis Agency 

F. E. (Sandy) Wood has been 
elected president of Davis Adver- 
tising Agency, Louisville, succeed- 
ing John Erle Davis, founder of the 


advertising, outdoor, spot radio and TV, etc. All figures are | 
{ 
) 
| 


agency, who continues as board 
chairman. Margaret P. Dowell has | 
been elected secretary-treasurer. | 


Miles Labs. Names Otto & Co. 
Miles Laboratories, Elkhart, 
Ind., has appointed Robert Otto & 
Co., New York, to handle export 
campaigns for Tabcin cold tablets. 


American markets. 


Promotes Michael F. Ellis 


Michael F. Ellis Jr., an account 
executive in the agency’s New f 
York office, has been promoted to 
manager of the newly created 
new business department of Ellis 
Advertising Co., Buffalo. 


Odell Joins G. M. Basford J 


Norman Odell, formerly with 
the public relations staff of Cun- A 
ningham & Walsh, New York, has 
joined G. M. Basford Co., New 
York, as publicity manager. 


Ryan to FC&B, San Francisco | | 
W. H. Ryan, formerly advertis- | 

ing manager for the Star, Santa | 

Barbara, Cal., has joined the San | 

Francisco staff of Foote, Cone & 

Belding. 


AN\MA 


an 
Stop Motion 


passed on 


IN TV HISTORY ! 
Because do everything i 
plant tome chenmbened to nal om 
keep our costs 
ca hee 
Send in your Storyboards for quotes. 


AT LOWEST PRICE 


final print, we 

saving is 

to you. With our 35 years of 
showmanship 


spots af economy rates. 


“in OLD HAWAII... 


LAULAU (meat and taro greens, 
wrapped in ti leaves and steamed) 
was prepared as a favorite food in 
every home. 


example ee 


American food. 


in HAWAII TODAY... 


an average family spends more for 
American foods than in 47 States.* For 


90.7%} buy WIENERS—¢ /ypical 


* 1953 Consumer Analysis of Honolulu 


Many other American products, universally used 
in Hawaii homes, reflect its all-American taste. 


A er 
Gouolulu Star-Bulletin 


Goes into 4 out of 5 Honolulu homes 
represented nationally by O'MARA & ORMSBEE 
New York * Detroit * Chicago * San Francisco * Los Angeles 


t 1952 Survey of Buying Power 
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| THE SANDER ENGRAVING CO. Inc: 


LARGE SPAC or SMALL SPACE... 


Advertising 
Requirements 
adds up to 
Advertising 
Results 


‘«_. sales resulting from these ads have paid 
for the space many times over,” says David 
Sander, President of the Sander Engraving 
Co., Chicago. 


Even though the space being used by 
Sander Engraving Co., is only one-half 
column (see reproduction below) this 
response is not surprising when you 
consider that AR’s readers are the 
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lew @ When be "just another magazine + Wat we Care ie then 
ito this might be ~ and met with real success. 
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lis of course we have made every issue, 
indefinitely. aie 
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and found. 


Cordially. 
SANDER EN NG COMPANY, Inc 


avid Sander, President 
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Advertising Requirements is the workbook of production, promotion and 
merchandising. For 21,000 advertising, production, art, promotion and 
» merchandising people, representing important national, regional and local 
| advertisers and agencies, it is their how-to-do-it and where-to-buy-it source 
of information. For suppliers, its advertising columns provide a short-cut 


to increased sales. Ask the man who advertises. 


Es Advertising Requirements 


200 East Illinois Street * Chicago 11, Illinois 


buyers of advertising materials and 
supplies all over the country. 

For you, too, Advertising Requirements 
can add up to Advertising Results. 
Try it! 


| _ 21,000 picked-for-buying-power 
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BROADCASTER SALESMAN—When Chicago Sales Executives Club’s v.p. V. E. 
Logan of Remington Rand Inc. handed out “Oscars of Selling’ to Chicagoans re- 
cently, perhaps his most unusual recipient was Earl Nightingale (left), who won his 
award for getting sponsors on his WGN and WGN-TV commentary programs. He STAGE DOOR JOHNNIES—Patti Page greets two VIP guests backstage during re- 


PRP NN aS ame ad Sap 


TIME FOR A CHANGE—A maternal looking 
Standard service man is smiling at motor- 


ists in Los Angeles from this new outdoor 
board for Standard Oil Co. of California. 
The diapers are made from weighted can- 
vas squares and hung from a clothesline. 
Batten, Barton, Durstine & Osborn, San 
Francisco, is the agency. 


FOR HOT HEADS—Frank H. Lee Co., Dan- 
bury, Conn., is offering dealers this dis- 
play featuring a bubbling thermometer 


has 23 sponsors of the radio show, greatest number for any Chicago show. Earl hearsal for her alternate-week NBC telecast for Scott Paper Co. The visitors are Pitt ° ‘ 
also conducts a sales training school with Bob Moore of the C. Wendell Muench Harry C. Pardee (left), Scott v.p. and ad manager, and D. A. Prouty, Scott's retail (hitting the 120° mark) and a cool Lee hat. 
7 Lawson & Lawson, New York, manufactured 
& Co. agency. sales manager. J. Walter Thompson Co. is the agency for the telecast. 


AS CANADIAN ADMEN MET—All the people in the pictures above had one thing in common during the 
week of May 4: They were in Toronto at the annual convention of the Assn. of Canadian Advertisers. At 
the top, in the usual order, are John O. Pitt, ad manager of Canadian Fairbanks-Morse Co., Montreal, 
newly elected president of ACA; H. T. Venning, v.p. of Shirriff’s Ltd., Toronto, outgoing president of 
the association; Athol McQuarrie, general manager of ACA; A. T. Lennox, ad manager, John Labatt Ltd., 
London, Ont.; Charles Fenn, ad manager, Free Press, London, Ont., and Newspaper Advertising Executives 
Assn. director for Canada; R. W. Pearson, ad manager, Star, Sudbury, Ont.; George R. Lamont, space 
buyer, Young & Rubicam, Toronto; H. J. Jackson, director of advertising, Chrysler Corp. of Canada, 
Windsor, Ont.; Walter W. Hitesman, general manager, Reader's Digest Assn. (Canada) Ltd., Montreal; 
David 8. Crombie, director of advertising, Reader's Digest Assn. (Canada), Toronto; R. R. Mcintosh, v.p. 
and ad manager of General Foods Ltd., Toronto, and a v.p. of ACA, and John M. Meldram, assistant to 
the v.p. in charge of soles, National Carbon Ltd., also an ACA v.p. Middle row (I. to r.): A. H. Toppin, 
general ad manager, Le Soleil, Quebec, La Tribune, Sherbrooke, and Le Nouvelliste, Trois-Rivieres; Miss M. 
Murdoch, Mr. Toppin’s secretary; Adels Chowen, space buyer, Heggie Advertising Co., Toronto; Isabel 


the piece. 


Gibson, media department, Cockfield, Brown & Co., Toronto; Raymond Dube, managing director, Le 
Nouvelliste; H. W. Mortimer, v.p., Outdoor Advertising Inc., New York; C. E. Wigle, v.p., Howell Lithographic 
Co., Hamilton, Ont.; J. P. Cunningham, executive v.p., Cunningham & Walsh, New York; G. G. Rolph, 
sales director, Rolph-Clark-Stone, Toronto; A. Mercier, general manager, Le Soleil; Mary Galbraith and 
Marjorie Graves, media department, J. Walter Thompson Co., Toronto; Lillian Ryan, space buyer, A. J. 
Denne & Co., Toronto, and Alphee Gauthier, managing director, La Tribune. Bottom row (I. to r.): J. E. 
Gordon, representative, Reader’s Digest Assn. (Canada), Toronto; L. Frank Moore, account executive, 
Young & Rubicam, Toronto; A. E. Foord, advertising ger, Th J. Lipton Ltd., Toronto; R. J. Whitla, 
account executive, Ruthrauff & Ryan, Toronto; Douglas C. Trowell, sales manager, CFPL, London, Ont.; R. A. 
Judges, assistant ad manager, Montreal Star; E. C. Smith, national manager, Montreal Star; John M. 
Goyld, sales manager, Gould-Murray Ltd., Brantford, Ont.; Frank S. McCarthy, sales manager, Williams- 
Thomas Ltd., Montreal; Charles R. Brenchley, president, Williams-Thomas; T. M. Atkinson, advertising 
department manager, Canadian Industries Ltd., Montreal, and president of the Montreal Advertising & 
Sales Executives Club. 
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Because Advertising Age knows nothing interests people like themselves! 


O DOUBT, again this week, you scanned 

the opposite page with interest. Looking 
for names you know. Looking. maybe, for men- 
tion of yourself. 

Names —especially in your advertising frater- 
nity—make up the “best-read” page in almost 
any book of the trade. 

And nobody knows it better than Mighty 
METRO. 

Nothing interests people like themselves is the 
big basic truth that makes Mighty METRO your 
biggest basic buy in Sunday magazines today. 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 


CLEVELAND Plain Dealer Pictorial Magazine ~ 
DES MOINES Register Picture Magazine 
DETROIT News Pictorial 

and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 


Metro's set-up, remember, is based on this 
local, close-to-home interest. 

Unlike other Sunday media. Mighty METRO 
is not a nationally-syndicated. centrally-edited, 
single magazine issued coast-to-coast. 

Rather, it is 27 different magazines; each 
a locally-edited “key to the city”, each with 
“home-town” stories—as well as those of uni- 


versal interest, each part and parcel of a top 
newspaper. 

Result is Metro Sunday magazines rate “best 
read”. Retail ads and national ads get tremen- 


MILWAUKEE Picture Journal 


NEW YORK News Coloroto Section 


PITTSBURGH Press Roto Magazine 


MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Times-Picayune & States — Dixie 


PHILADELPHIA Inquirer Magazine — Today 


PROVIDENCE Journal Magazine — The Rhode Islander 


dous attention...get unbeatable action for all 
advertisers. 

Put this network all together and you have 
the most sensational Sunday magazine circula- 
tion in the world —over 14,000,000 every week 
and 35,000,000 readers! 

It’s all right there in your major markets — 
giving you advertising dominance where domi- 
nance pays off. 

Look into Mighty METRO and you'll see 
nothing sells people like Metro because noth- 
ing interests people like themselves. 


35,000,000 
READERS 
EVERY SUNDAY 


ST. LOUIS Globe-Democret Magazine 

and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 
WASHINGTON Star Pictorial Magazine 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 
METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 


CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 + 


SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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Information for Advertisers 


No. 4654. Plexiglas for Outdoor 


SING Market PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednésday noon 12 days 
preceding publication date. Display classified takes card rate ef $12.75 per 


Advertising Age, May 18, 1953 


POSITIONS WANTED 


IS THERE A LASKER IN THE HOUSE? 
a Hopkins? a Young? Non-formula copy 


| man wants to work where copy is honored 
| and rewarded as king, religion, alpha & 


Fast, 


omega. Box 5751, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
FREE LANCE WRITER 
experienced, big agency writer 
wants extra side money. Can do adver- 


Oe ae 


a 
a 


No. 4648. How Paper Is Made. column inch. Regular card discounts, size and frequency, apply on display. tising, promotion, publicity, speeches, * 
avhi ; REAR ER NAN TT LE NTLTE SE LTTE TTS NTT 
A photographic tour of Newton Signs. count. In New York. Reply Box 5750, ] 


Falls Paper Mill shows the process | 


of paper-making from scrap to 


Production, color and cost fac-| 
tors for solid color quantity signs, | 


HELP WANTED 


HELP WANTED 


ADVERTISING AGE, 801 Second Ave., 
New York 17, N. Y. 


: ere : Psat Renee : s : = - : " = WRITE FOR FREE BULLETIN ON MY 
shipment. Highlights in the his-| painted quantity signs, custom | (or uve ae eee ation) ADVERTISING» PUBLISHING | EXPERT FREELANCE COPY SERVICE b 
tory of paper-making are also’ signs, letter signs and spectaculars | wide food manufacturer. Work with spe-| All types of positions for men and women. | i - —, ews convert your | . 
listed di ed i booklet off. d | cialized point-of-sale material and specifi- | 185 N. Wabash Fr 2-0115 Chicago | tough technical facts into t pnotch indus- Sl 
1s 4 | are ISCUSS In a pooKiet oltere cations. Actual production experience nec-| Growing Midwestem agency ae trial copy. One week mail service with b 
No. 4649. Pointers on Direct Mait PY Rohm & Haas, which also illus- | essary,” Age 30 "40. Salary open, Please | Derienced “farm copywriter. Successful | Chasers “swad"anteer, Grad engines, = tty 
oO. tg. ointers on Direc at trates examples of each in color. oe ar ae education, photograph, | specialty selling experience preferably on | Very industrial market wise. Write now. . . 
Selling. Box 5153, ADVERTISING AGE arm sesounte, required. Must know cur- | Box 5746, ADVERTISING AGE ; li 
. . , Sis ont fz iti 8 | “ r - j 
A series of factors in successful | ; 200 E. Illinois St., Chicago 11, Ill. ed ee ee ee ee eee 200 E. Illinois St., Chicago 11, Ill. | a 
| No. 4655. Variety of Uses for Pho- produce inquiries and sell by direct mail. | cosywaiTee—Y biti 
lling b il mak this book- | **” 4 y PUBLISHERS REPRESENTATIVE Good starting salary and excellent op-| tes oung, amuitious and in- j 
selling by ma e up ata tostats WANTED | portunity. Write Box 5739, ADVERTISING | dustrious. 2 years experience in Big Mail i 
let, offered by Names Unlimited ; : N i ant GE i. "Chi 11, | Order. Wants opportunity, future with o! 
’ A referen manual ublished ew publication, advertisers are primarily | AGE, 200 E. Illinois St., Chicago 11, Il, Chi E - oat 
Inc. Among the items discussed eference u p SN€d | used machinery dealers. Territory includes giving details of experience and qualifica- tne a AI coe uy ce $5 —* cl 
th df lett f let by Arrow Photo Copy Co. describes | New England, Eastern N. Y., Pa., and N.J. | tions. 8 Box S752, ADVERTISING AGE N 
are the need for a ietter, form iet- : : ;_ | Good possibilities along with your present BARNARD ee h 
and illustrates a variety of appli-| represent: : siti owe I 200 E. Illinois St., Chicago 11, Il. 
ters, coupons, order blanks, return : ‘ ‘ representation. State proposition and A service for employers and applicants - — - ~ Ww 
envetones and. lists cations and techniques in photo- | commission arrangement. |in the fields of advertising and publishing. | MANUFACTURERS’ REPRESENTATIVE b 
P ; stats. such as color separations Box 5740, ADVERTISING AGE | Office and Professional | CEntral 6-3178| Canadian Manufacturers’ Agent with ex- 
p , a ac Pp ’ 200 E. Illinois St., Chicago 11, Ill. 1176 W. Adams Street Chicago 3, Ill. | cellent connections in the automotive in- Ss! 
No. 4651. Do’s and Don’ts in Using superimposition, repeat patterns, ADVERTISING & PUBLISHING Sree Se Cunste. cecees to stqecsnt ~ 
the Mails. giant displays, bleaching, dummy “ FOR ALL | TYPES OF POSITIONS | oe pe ney gat ee see have clients interested in selling to the 
This booklet, offered by the Di-| cartons, direct-from-object ’stats.| 209 s state st. Ha 7.2063. | Chicago| enced salesman on daily newspaper in| ‘mportant Canadian automotive trade, ad- bi 
: : Sound ; large Ohio city. Excellent opportunity for | Vise them_to_ write to 
rect Mail Envelope Co., contains| Also inciuded are swatches of a| DISPLAY SALES REPRESENTATIVES | “ . a ta an | Box 5745, ADVERTISING AGE tc 
‘ ‘ : FY ; Advertising sign and display manufacturer right men. Your replies will be held in 801 Second Ave., New York 17, N. Y ' 
tips for making direct mail adver- | variety of paper stocks. emai pe Bo Fg to Am is eben Crick CONAGRA. | ennrecs pe bias ante Yow bi 
ee ‘ . > pula . Ox " ~) ; \ . 
tising more effective. Also included serritosiee. Complete design and, produc” |- 200 & [ilinois St., Chicago 11, Til. He wants to go NORTH! 6 yrs. Agency & Se 
are schedules of postal rates for | No. 4656. $1.5 Billion Armed Forces | identification prt ee Bamed Geplays. ie-| Ad Mer. ox? all media. Heavy Sales 
all types of mail, explanations of Retail Stores Market. plys are contidential and cock wi be | POSITIONS WANTED selling copy & layout. Mfr. or Agency. Ww 
i : acknow . leas icate territory | tes. 
business-reply cards, envelopes} Breakdown of selling procedures | covered and present. accounts handled. ADVERTISING MANAGER AVAILABLE. ‘- i th 
and metered mail, plus a list of ar-| by services, a list of regional of- | Wersenel interviews con be seranged. | ae ee. ene ee eee 200 E. Illinois St., Chicago 11, Ill. in 
i j j ‘ : . ox £ . SING x | perie adv s < ales - , Sey 
ticles which are unmailable or have | fices for sources of information, 200 E. Ilinois St., Chicago 11, Ml. | tion with 3 large, national advertisers. | GREATER SALES VOLUME TOR TRADE m 
imi j ilit ee : - va T I | Creative, can originate own promotions. | PAPE N JSINES J 
limited mailability. sources for establishing price epaceanaata tx oon JUDGMENT | Personable, works well with agencies and | Advertising space salesman past 25 years t ar 
No. 4 h agreements, are among the data in  ANdover 3-4424 eT | top management. Writes “Shirtsleeve Eng-| in Metropolitan New York with conse- th 
0. 4652. Rotogravure Mechanical booklet offered by Post E BANKERS BLDG CHICAGO 11, ILL.| lish.” Experienced speaker at dealer meet-| quent wide spead agency and advertiser f 
Requirements Chart . ho Ce y oe = - ___—- - -| ings. Knows media values and advertising | contacts, desires to hear from trade and 
. : change Magazine. Seviceman, experienced, for type shop) production. Age 32, family. Seeks broader | business papers requiring this sales abili- * 
This folder, published by Inter- specializing in ad work Metropolitan New | opportunity than present position affords.| ty. Address Box 5747, ADVERTISING bl 


national Gravure Inc., lists re- 
quirements for newspaper supple- 
ments and magazines printing by 
rotogravure. 


No. 4653. How To Make Exhibits 
Pay. 


No. 4657. Selling Housewares 
Through the Hardware Market. 
The fourth in a series of contin- 
uing studies by Hardware Age 
shows by graphs the growth of 
the housewares market among ma- 


York. Salary open. 
Box 5741, ADVERTISING AGE 


801 Second Ave., New York 17, N. Y. 


Adv. Mgr., Chicago mfv........... to $12,000 
DOROTHY DOCKSTADER 
Employment consultant | 
De Paul University Bldg. 
64 East Lake, Chicago 
BETTER ea a © BETTER JOBS 


| 
POINT-OF-SALE | 


Complete resume available. 
Box 5748, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AGE, 801 Second Ave., New York 17, N.Y., 
for exchange of details, with no obliga- 
tion and in strict confidence. 


FARM ADV. MAN, 6 yrs. merchandising 
& sales exp., now feed prom. megr.; coll. 
grad, 30; top speaker & writer. 

Box 5744, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


MISCELLANEOUS 
10,000 AGRICULTURAL LEADERS—Com- 
plete list of Agriculture Teachers in 48 
states only $5.00. VO-AG TEACHERS DI- 
RECTORY, 652 S. Gay St., Auburn, Ala. 
FOR YOUR BANK CLIENTS. New adv. 


Si i j 6-6168 , connpee _Y 
Six basic rules for creating sue-|jor hardware dealers from 1920-| | Boanta wa Auee beste baits |seuesionas Stes emp tecwas oc 
cessful exhibits, a check-list for| 1952. Also shown are the number MAN for all or a segment of the midwest Bartholomy Associates, Publishers 


efficient operation and a glossary 
of exposition display terms are fea- 
tures of a booklet published by Ivel 


and percentage of major dealers 
who stock 56 principal lines of 
housewares plus number and per- 


To experienced brokers calling on large 
firms we offer opportunity to earn good | 
commissions on custom-printed flexible | 
corrugated, favored by advertisers on the} 
alert for highly effective, economical dis- 


states? This is a profitable opportunity to 
secure an experienced, constructive, ethi- 
cal sales agent to cultivate and produce 
revenue advertising in your publications. 
Interested in a connection of a permanent 


50 Central Sq. Youngstown 3, Ohio 


CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils. 
Call your list broker - TO-DAY 


orp. hich als j é ¢ . play material. at vith ly blisher. ‘in » mane : d 
Eade c Bose By ng awe a|centage of hardware dealers and Box 5698, ADVERTISING AGE na ute wit on 71. eee. or Tobe’s - Niagara on the Lake, Canada 
um of exhibits as built. wholesalers who sell housewares. 801 Second Ave., New York 17, N. Y. 200 E. Illinois St., Chicago 11, IL. 
Note; Inquiries for the items listed above will not be serviced beyond June 29. | ’ 
THRIVING | RADIO-TV COPYWRITER | 
SSR L AS MEG HS, MIAMI AGENCY Sonie tietisncol stator womnae te rs 
| j eaperseewes posseans. ag and disest, transeribed radio and film TV 
accounts, expanding gross. J commercials. Foc experience important. 
| Readers Service Dept., ADVERTISING AGE | needed. Investment, partnership, or Good opportunity for right person to make | FARM AD MAN 
| secured factoring arrangement. With permanent niche in growing organization. | 
| 200 E. Illinois St., Chicago | A | or without services Write, stating age, experience, salary. In- ||| FOR DU PONT AGRICULTURAL 
: e. : clude sample scripts, recordings and films || F 
| 3 1) Box 509 ADVERTISING AGE if possible. Box 511, ADVERTISING AGE, ||| PRODUCTS. Unusual opportunity 
Please send me the following (insert number of each item wanted }||__801 Second Ave., New York 17, N. Y. 200 E. Illinois St., Chicago 11, Il. || for a young man 25 to 35 with 
—please print or type) | good farm background and some 
\ Pp : ; ‘ 
experience in commercial adver- 
sali aeparbaasepttchlatalatladeheelstesuesbnsiessdossossbebinbytsnbsovisbaiuindennssdasetesaebtnevoossosasecscessssn | dating tising or sales promotion of prod- 
| oa ee Reliable tyne 04 agency has CIRCULATION PROMOTION LETTER WRITER ucts used in agriculture. The first an 
sessenseooesecnvessoacsscdoionvensconsuereabesseasoonesonsoebocsasscovesesnsveneeshorseserebsssonsocescones opening for versatile copywriter Circulation dept. of Chicago publishing assignment is that of advertising 
: ts lett . A . - 
A iiieanisrnirebiciniisnininsoniianr scapgiegitindininiddsiononeninss TE: ||] to sefve both consumer and in- Sag’ as, whe likes te write eglline tethers assistant in our Agricultural Pro- 
| COMPANY | dustrial accounts. Here is a per- and can prove he can bring in the bust- motion Division, and this can lead 
Silica ati tibuctaSoditibantuaad citaiievtia dh beckuspictntiadieheriestelas devahs iouieshy4Iuiantsialis asa suas gadeese:iac ve f d ness. Rare opportunity to learn publish- : 
| | manent position for a_ steady ing business, but must have some ability. quickly to advancements. Please 
GREER S aE ees AIR a eRe NE a j/| man. a ee send full résumé to Personnel 
| Box 512 ADVERTISING AGE Box 506, ADVERTISING AGE Division, E. I. du Pont de Nemours 
q pu MENUNUEE sseddivdbaboseastvinsssnotenterasesnstsosivsapssninsdeevenersecoevecestecses ee iahichietheisticassevenrcs 200 E. Illinois St. Chicago 11, Ill. 200 E. Illinois St. Chicago 11, Ml. & Co., Inc., Wilmington, Delaware. 
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Need a Good Artist? 


A recent classified “help 
wanted” ad, in Advertising 
Age, pulled its head off 


WANTED 


Advertising Manager 


Whose Hobby is 
Fishing-Boating-Photography 


Walter Lowen 


ann 
Th 


If you know the out-of-doors—fishing, boating, motors. If you know 


SERVICE 


a fart of your 
SALES DEPARTMENT 


| 
; 


SPECTACULAR 
ELECTRICS 


getting applications from 
seasoned art directors. If 
you need a good man at 
one of your drawing 
boards, the chances are 
you can find him quickly 
through a classified ad of 
your own. 


outdoor shows, outdoor media and outdoor marketing and merchan- 
dising—here is a real opportunity. A leading midwest manufacturer of 
nationally advertised outdoor products, seeks an advertising director 
who can assume the responsibility of handling an adv. department. 
Must be experienced in planning, budgeting. Must have knowledge of 
advertising production, know agency relations, be able to create dealer 
merchandising aids, catalogs, displays. In short—this is a real adv. 
man’s job. Please write in full detail. State salary requirements and 
send photo if possible. 
Box 494 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


™ 


POSTERS and 
PAINTED DISPLAYS 


OUTDOOR 


The R.C: Maxwell Co. Trenton Nip 


ADVERTISING 


Since 1894 


PLACEMENT AGENCY 
. 


Headquarters since 1920 for 
ADVERTISING AND 


MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 
Please write briefly outlining your 


specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


AGGRESSIVE ADVERTISING 
DIRECTOR AVAILABLE 


15 years experience all phases ad- 
vertising, sales promotion, public 
relations, publicity at age 37... 
uncanny ability to develop more 
new sales-packed value from 
every pyr dollar .. . expe- 
rienced as part of top management 
assuming full responsibility of 
large department, agency and 
sales department liaison for na- 
tional product. During past 4 years 
personally responsible for %4 mil- 
lion dollar budget. Seeking posi- 
tion with promising future. 
Box 508 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
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Meta-Mold Mixes. 
Art and Industry 
in New Building 


CEDARBURG, WIs., May 12—A 
business man who believes “it is a 
sin to build anything that isn’t 
beautiful,” and that art and indus- 
try should commune in every day 
life, last month put his beliefs into 
a tangible form. 

The business man is Otto Spaeth 
of New York, an art lover and 
chairman of the board of the Meta- 
Mold companies here. The occasion 
was the opening of a new office 
building for Meta-Mold in this 
small town 18 miles north of Mil- 
waukee. 

Not only was the opening of the 
building used as an opportunity 
to put on a fabulous art exhibit, 
but the building itself incorporates 
several permanent art works. | 

The chief of the permanent. 
works is a mobile hanging from | 
the 18’ high ceiling of the build-| 
ing’s circular reception foyer. The 
mobile was constructed by Alex-) 
ander Calder, leading exponent of 
this art form. 


s The mobile is circulated by a 
blower, which rotates it 15 min-. 


CAPE COD CAMP 
AVAILABLE JULY ONLY 


Secluded in pines on Lake Weequaquet. 
50 feet to water edge. Rowboat included. 
Sleeps 5. Electric refrigerator, gas range. 
Only 2 miles from famous Craigville ocean 
beach. Near Hyannis, Dennis, Falmouth 
theatres and stores. Rent $300. 

H. S. Loomis, 70 Pine Brook Dr., 

Larchmont, N. Y., LA 2-4556 R 


ADVERTISING MANAGER 


e For national food product in 
Chicago. Must know display 
and dealer helps, be strong on 
sales promotion, have ability 
to talk with distributors. Age 
33-40. Salary open. Write expe- 
rience briefly to qualify for an 
interview. 


Write: Box 510, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


BEAUTY AND THE EXECUTIVE—Otto Spaeth, board chairman for Meta-Mold, adjusts 
the mobile by Alexander Calder in the foyer of his company’s new building as Peter 


_ing for five days beginning July 20 
‘at the Hotel Statler, New York. 


_by the Practicing Law Institute of 


|trade practices laws, methods of 


|meeting competition. 


Pricing. Marketing Problems 
to Be Proved at Law Meet 

Industry counsel and executives 
from all parts of the U.S. will con- 
sider the legal aspects of market- | 


The conference will be presented 
New York City as part of its 12th 


annual summer session. Under 
consideration will be state fair 


establishing an _ effective resale 
price maintenance program, and| 


Other topics will be channels of 
distribution, advantages of splitting 
operations with subsidiaries, and 
safeguarding against liability on 
products. The Practicing Law In-/! 
stitute, 57 William St., New York | 
5, will forward information on the | 
sessions. 


Statler Joins Compton 

Mare Statler, formerly with 
Biow Co., New York, has joined 
the commercial production depart- 
ment of Compton Advertising, New 
York, as production supervisor. 


69 


St. Louis Educators Plan TV 


The St. Louis Education Tele- 
vision Commission has been grant- 
ed permission by the Federal Com- 
munications Commission to oper- 
ate on Channel 9. The group has 
begun raising $490,000 for the 
first three years’ operation. When 
$100,000 has been secured, the 
commission will announce operat- 
ing plans. 


Dobbin Named Kasco Ad Head 


Robert A. Dobbin, formerly as- 


|sociated with Clark & Bobertz, 


Detroit agency, has been appointed 
advertising manager for Kasco 
Mills Inc., Waverly, N. Y., manu- 
facturer of farm and dog foods. 


IT’S IN THE BAG 
when you use photos in your 
Promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 
book Ne. 11 

EYE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 


Watry, president and manaaer, looks on. 


utes in one direction and then 15 viewers as Cedarburg’s population 


minutes in the other. 
Also a part of the permanent! 
exhibit are a _ special abstract! 
painting incorporating the com- 
pany’s products, painted by 
Charles Sheeler, and 24 color) 
prints by Henry Matisse, the) 
French artist. 
For the opening, 50 contempo- 
rary paintings from the collections 
of well known private art fanciers 
were borrowed. Some of the col- 
lectors contributing works were 
Henry Ford II, Abbott Labora- 
tories, John Hay Whitney, Pabst 
Brewing Co., Container Corp. of 
America, Earle Ludgin & Co., 
Stanley Marcus (Niemann-Marcus 
Co.) and Nelson A. Rockefeller. 
A preview of the exhibit was 
given for the employes on April 21, 
when they were invited to a dinner 
at the office. The exhibit for the 
general public was held April 22- 
26, and attracted twice as many 


WANTED 


Sales Promotion Manager 


A well established radio-television manufacturer in Chi- 
cago has a “make a name for yourself” opening for a smart 
sales promotion man. The man who will fill the job is an 


idea man, promotion minded, 


out in the field and see the merchandise move off the floor. 


If he knows television-radio 


tion, so much the better. And somewhere along the line 
he'll have picked up the know-how that makes national 
merchandise sell at the retail level. He’s probably employed 
now as an advertising or promotion man who, at 30 or 35, 
is ready to take the big step up. He’ll be capable of earning 
$8,000 to $10,000 a year. All in all, this is a chance to do a 
big job with an aggressive outfit. Insurance benefits—all 


the advantages you’d expect 


and pleasant to work for. Our organization knows of this 
ad, so you can write us, in strictest confidence, telling us all 


the things you’d want to know 


We'll return your application letter if you want it, and 
you'll hear from us within two weeks. 


ADVERTISING AGE 


Box 507 
200 E. Illinois St. 


and a driver that likes to get 


merchandising and distribu- 


from a company that’s big, 


about a man you were hiring. 


Chicago 11, Ill. 


| (2,500). 

As part of the big doings, Mr. 
Spaeth held a contest for essays 
by high school students on “what 
Meta-Mold can do to be a better 
citizen in Cedarburg,” and 50 of 
the 200 junior and senior high 
school students who visited the ex- 
hibit entered essays. 


® Mr. Spaeth’s views on the open- 
ing have a practical as well as an 
aesthetic side. As he explains it, 
“An opening of an office building 
of an industrial plant which shows 
imagination and originality must 
encourage its customers to believe 
that its product will reflect some 
of the same imagination and excel- 
lence.” 

The Meta-Mold companies, 
which make permanent mold cast- 
ings for automobiles, outboard 
motors, hardware, kitchenware, 
etc., and for government defense 
items, was purchased by Mr. Spa- 
eth in May, 1951, from Peter J. 
Watry, who continues as president 
and manager. The two companies 
are Meta-Mold Aluminum Co. and 
Meta-Mold Magnesium Co., which, 
although they are not affiliates, 
share the same management. 


ADVERTISING AGENCY 
CHECKING DEP’T 
MANAGER 


for one of Chicago's leading 
advertising agencies. Excellent 
opportunity. Fine loop office 
building. All employee benefits. 
37% hr. week. Apply in person, 
Room 2235, 135 S. LaSalle St. 


CAN YOU FILL 
Any of These 
Top-flight Jobs? 
Now Available to 
Those Who Qualify 


Creative Copywriter—Agency ....... $12-18,000 
Copywriter (2) feed or seed........ $ 6-10,000 
Acct. Exec., food eae $10-15,000 
Art Dir. (2) creative............... $ 8-20,000 


Send complete résumé and photograph. 
All replies strictly confidential. 
WALKER EMPLOYMENT SERVICE 
535 Northwestern Bank Bidg. 
Minneapolis 2, Minnesota 


Thomas, delivered at the 


Associates an 


Plays A Part in 


200 E. Illinois St., 
Send me . 

My Name 
Company— 
Address__ 

City 


and postage charges. 


i 
| 
| 
| 
Laas 


I am enclosing a check or money order for $= 
at $1.50 each for 1 to 9 copies; 10% discount for 10 to 49 copies; 20% 
count for 50 copies or more. I understand the price includes all handling 


te Lasker Story 


A Flood of Requests from AA Readers 
Made This Book a “Command Performance” 


Albert Lasker’s private talks to his staff at Lord & 


pinnacle of his fabulously 


successful career, appeared in 26 installments in 
Advertising Age during 1952. Reader interest was 
little short of fantastic, and AA was deluged with 
calls for the talks in permanent book form. Scores 
of agencies and advertising managers are now mak- 
ing group purchases, at special rates, for distribu- 
tion to their staffs. Use handy coupon below. Money- 
back guarantee, of course. 


in Your Organization Who 


Advertising or Selling—IT’S A TRE- 


MENDOUS SOURCE OF INSPIRATION! 
ADVERTISING AGE, Dept. M18, 


Chicago 11, Ill. 
. copies of “‘The Lasker Story.” 


Zone State 


_.. figured 
dis- 


---—--------------------7 


Send for a rf of “The Lasker Story” for your Friends, 
Everyone 
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Barbara Crighton First 
Woman on ABP Board 


| be. Week in Washington... 


- 


and consider these petitions on 
theiz merit. 
: e Fy 
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unemployment is at a minimum, 
the index of production made a 
|new high record in the latest re- 


Adv 


Barbara Crighton, business man- | 
ager, Automotive News, who was| 
elected a director of the Associated | 
Business Publications (AA, May 
4), is the first woman to hold such | 


The administration’s “tight mon-| ported month, personal income for 
ey” policy is stirring up a storm. the nation reached a new high rate 
Democrats are exploiting the in-| of $282.5 billion for the year, and 


FCC's TV Plan Up for Review June 2 


By Stanley E. Cohen lof only two stations. 


a post in the association. 


In reporting her election, AA 


Washington Editor 
WASHINGTON, May 14—June 2 is| 


added an extra and incorrect “e” | a date which the Federal Commun- | 


to Miss Crighton’s name, and did | ications Commission can hardly|under heavy pressure, and the 


not make her affiliation with Au- educators have mobilized counter- | 


| 


welcome. That’s the day when the 


With commercial broadcasters 
standing by eager to get unclaimed 
channels in big cities, FCC will be 


crease in interest rates on mort-| the cost of living is within 1% of } 


gages by pointing out that the’ 
higher rate adds $1,000 to the cost 
of a GI home. 

On a less partisan level, there 
was a startling warning from Busi- 


its all-time high.” 
e Ld e 
The Agriculture Department re- 
ports that retail food prices were 
down about 3% during the first 


tomotive News clear. "commission is to begin receiving pressure from within the Senate ness Week that the Federal Re-| quarter of 1953, and that farmers ‘ Ww 

petitions for changes in the master interstate commerce committee— serve Board’s high rediscount rates | have been hard hit. With marketing — 

TV allocation plan, adopted when! which handles radio legislation. ‘are bringing on deflation. Urging | charges up about 3%, farmers are ie 

ALWAYS ‘the freeze ended last July. Several senators have said edu-| a change, Business Week’s editor| receiving only 46¢ of the food dol- Cue 

h | After June 2, there will be doz-'cators are entitled to more time. | ond publisher, Elliott V. Bell,|lar, which is 3¢ less than their Gri 

(uit ‘ens of petitions to reassign un-. Moreover, Sen. Charles Tobey (R., | wrote: share a year ago. Ne 

claimed channels from small cities | N. H.), commerce committee chair-- “We are glad to know the| The department is optimistic Nev 

Boct-Toct | to nearby metropolitan areas. Par-| man, has warned: brakes work, but we don’t want| about consumers in general. It an- ‘ New 

‘ticularly, there will be requests | “I shall keep a watchful eye on | to go through the windshield.” ticipates that consumer income and a 

i —— | for FCC to delete choice reserva- each and every one of these 242; This week, however, Randolph|expenditures during 1953 will be Sat 

tubs off deen. ‘tions which have been held for | channels for education and upon | Burgess, deputy treasury secretary,| at least as high as in 1952. Recent- , *S2 

FOR THE GRAPHK ARTS A MUST | non-commercial educational sta- the slightest evidence that the FCC | was refusing to concede anything.| ly, it says, there have been fairly — 

hy lny Fy on te tions in big markets. is about to weaken and delete one | “Deflation is as yet a guess, not a|substantial increases in consumer he 

Photographic Deslers every As it stands now, the educators of them or substitute a substantial-| reality,” he said. expenditures for durables, and } ’ 

' ‘are in an extremely vulnerable ly less valuable channel for one of “While there have been declines| smaller increases for non-durables tF 
vane "Teenton md > position. Of 242 channel reserva- them, I shall call for full scale in- in certain agricultural prices and|and services. 

| tions, they have picked up only vestigation.” here and there other weak spots in rs * . W 

115 and have started construction’ Okay, commissioners, go ahead. the economy, the fact remains that| How do you handle this kind of *A 

a_ situation? Pe 

In the past, directors of the U.S. + 

Chamber of Commerce have de- Go 

manded sharp reductions in gov- *H 

ernment spending only to find that . a 

local chambers and other consti- Mc 

tuent groups are fighting for some | Pai 

special appropriation of particular S 

interest to a small group. To: 

So the directors issued instruc- “WA 


tions that the chamber staff must 
not support any government ap- 
propriation request without spe- 
cific clearance by the board. tv 


Last week, the chamber was bas 
called on to express its support for ‘ ts 
the censuses of business and man- = | 
ufactures. re 

It couldn’t without clearance by a +p 
the directors, and they don’t meet *, 
until June. y. 
f 
Ar 
Lux Boosts Minute Minders a 
Lux Clock Mfg. Co., Waterbury, *( 
Conn., has embarked on its first Co 
major national promotion to pub- a 
licize its new trademark, the Lux - 
Minute Minder Man, and featuring EI 
Lux Minute Minders. Also to be Es 
promoted will be the Luxette (a *f 
jeweled miniature alarm clock) Ge 
and the Lux line of alarm and nov- 7 
elty clocks. Television commercials 7 
will be used in selected markets ] 
as well as insertions in Better *] 
Homes & Gardens, Good House- *| 
keeping, House Beautiful, Ladies’ N 
Home Journal, Living for Young ~ 
Homemakers and Today’s Woman. : 
Edward Graceman & Associates, R 
Hartford, is the agency. | 
4 » r 
miarder selling for the softest drink... 2 to Levinger Advertising 
. Levinger Advertising Agency, * 

, ; “Oar ness arger investment in land, herd, buildings < anta Rosa, Cal., has been named 
Occasionally we find some backward business larger ) , , herd, buildings and to handle advertising for O. A. t 
men who cherish the cockeyed concept that the machinery, uses the best methods, gets highest Hallberg & Sons, Graton, Cal., rT 

toe 2 _ yields of major cash crops—meat, grains, milk packer of Redwood Empire apple 
farmer is asimple yokel who seeds crops, watches Sak chalies wrcdacts. The erie dated ett products (consumer magazines, 

P ¢ eae ase « : grocery publications and point of 
them grow, and sells them for what he can get. farm income s SF subscribers is in excess of sale for initial campaign), and : 
§ 6 | tl if a Harris Radiator Equipment Co., r 
$10,000...64°% above the national farm average. Santa Rosa (direct mail and trade ; 
Today the good farmer has to be a good These idia “rs are one of the st class publications). L 
businessman. And like most businessmen, he hasto —_syarkets in the world today—botl $ 

é ay—both J 

learn to handle competition in his own industry. for usiness and consumer needs. KTHT, Houston, Names Bennett 
. Dessthie the ts £ the dairy f Rites Bill Bennett, for the past five ‘ 
ra Jonsider the case of the dairy farmer. More ‘They have had a dozen years of _ years qunerel ond commercial , 
‘ vegetable oils in margarine, cheese and ice cream good crops and good prices, paid an manager for KTHT, Houston, has \ ( 
ae, Dis ileaidee Os Pure been promoted to executive v.p. t 
are cutting Gown his milk markets, off mortgages and indebtedness, Mr. Bennett will continue as gen- \ 
So in an article in its May issue, SUCCESSFUL have far more spendable income eral and commercial manager. \ 
<. RMING urges its reader farmers ‘‘Let’s than their urban equivalents. — Meade Menegement Chenter | 

Sell Milk,” tells them why and ‘Their standards of living are on the r risé. 


William Z. Burkhart, president 
of Stockton-West-Burkhart, Cin- 
cinnati agency, has been elected 
president of the Cincinnati chap- 
ter of the Society for the Advance- | 
ment of berg: samy a is the 
‘ irst president from the advertisin 
General media merely fringe this market, rok ye ad | 


and TV still misses most of it. To balance national | 
advertising schedules, get maximum national Builds WEHT, Henderson, Ky. 
potentials in sales—the national advertiser needs og Rn Mme WEHT. 
SuccessFUL FARMiNG for its penetration, its real Henderson, Ky., first western Ken- 
influence. For details, ask the nearest SF office. 


a ee . Milk marketing is not only 
/ jth 6 mt a challenge to the ties industry, 
| M Ax but to the advertising business as 
well... From now on you are going to find yourself 
‘milk conscious.” And don’t be surprised if you see 
more automatic vending machines selling milk! 
*“Let’s Sell Milk” is typical of the practical, 
informative and stimulating content that makes 
money for Midwest farmers. 


are rebuilding and remodeling, installing new 
kitchens and bathrooms, central heating, major 
appliances; buying furniture and furnishings. 


tucky television outlet. 

And make no mistake about it—the SF 
subscribers do make money! In the fifteen Heart 
States where 87°, of this magazine’s 1,250,000 
circulation is concentrated, the SF farmer has 


Sulloway Hosiery to Belknap 

Belknap Mills Corp., Laconia, 
N. H., has acquired all the proper- 
ties of Sulloway Hosiery Mills, 
Franklin, N. H. 


MEREDITH PuBLisHinc Co., Des Moines... 
New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles, 
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Advertising Pages and Linage in National Magazines 


Official Figures for April and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to Apverttsinc AGE 


—— ——_——-Pages Lines —- — ~»--——— Pages—_- —_-_———__ —-Lines— ; 

April April Jan.-April Jan.-April April April Jan.-April Jan.-April April April Jan.-April Jan.-April April April Jan.-April Jan.-April 

1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
True Romance ......... 25.7 25.4 97.5 98.5 11.033 10.887 41,835 42.220 

Weeklies, Bi-Weeklies, Semi-Monthlies Trae Story “as 25 183 03 326 17 SS 

*Capper’s Weekly ........ 7.2 38 293 23.7 16,233 S554 9 GS.631 SRST | | Total Grou... ....... S424 5299 19072 T9555 232.359 — 227.130 ; 817,008 niga 

+*Christian Advocate ____. 24.5 24.4 89.5 108.9 10.123 10.089 37.017 45.074 igures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 

a 1148 1419 393.1 489.5 77.987 96.465 267 215 332.782 the uroup as a whole PLUS additional advertising carried by each individual publication. 

ben si chr et enssi nuns 73.8 75.4 2929 305.5 31.633 32.327 125.589 131,072. ; 

eens. 19.4 14.9 80.0 69.4 19,367 15.591 79,943 72,838 Business 

ds ce Mek i, 395.3 372.3 1,3058 1,209.5 268.715 253.084 887.499 822,367 | Business Week... ...... 475.9 442.0 1,816.9 1,831.9 199,706 185,509 762,490 768,836 

RETAIN .... 1283 1356 4152 441.6 87,181 92.206 282.203 300,273 | Dun's Review .......... 922 79.7 2992 2648 38,672 33,424 125.473 111,056 

New Yorker .............. 347.4 371.7 1,153.5 1,172.2 148,910 159,319 494,334 502,361 | *Financial World .......... 46.7 53.3 17991 #1701 19,632 22.395 75,188 71,462 

Newsweek ................ 276.0 281.4 955.6 1,009.0 115,749 118,043 400,791 423236 | Fores 60.3 53.1 1814 ° 179.4 25,323 22,276 76,113 75,280 

*Presbyterian Life ........ 17.8 16.2 82.5 60.3 7,476 6,813 34,633 ee 168.5 142.5 560.8 494.3 106,492 90,060 354,394 312,366 
eae RR 30.0 38.0 1430 21180 Modern Industry .......... 97.55 1126 372.3 405.0 60,006 69,377 229,252 249,403 

Saturday Evening Post .... 382.9 409.9 1,348.6 1,392.3 260,331 278,627 916,766 946,469 | Nation's Business ....... 42.0 41.7 1515 1321 17,945 17,860 64,849 56,561 
turday Review ........ 85.1 67.8 282.3 266.3 35,746 28,489 118,570 111,838 Total G aw 001 1,687,759 1,644,964 

*Sporting News .......... 42.8 47.1 96.7 1114 46,484 51.117 105,018 + —«120,877 PD es TE Te he ae en 

Time cee wisi ‘essa’ 341.9 323.4 1,213.7 1,201.9 143,457 135,798 509,298 §=— 504,639 | Youth 

ews orld Report 205.4 2075 810.7 721.5 86,220 87,106 340,223 302,824 , 
. cn: | mere Glel ..... 5. cece 4 . ‘i 6 8,097 7.231 36,450 32,441 
Total Group ............ Ws 22S Wl WS ME ON Ms Sinn CC BOOM Sh CUM hlUe)6hClUMe|0|lUl| ee 
tFour issues in April 1953; five issues in April 1952. #Not included in totals. §Only full-page units accepted. *Child Life ....... es 3.4 2.9 15 9.5 1,457 1,259 3,225 4,093 
‘ *Open Road ............. 6.6 9.0 22.5 23.1 2.813 3,853 9,636 9,904 

Women’s Scholastic Magazines ...... 50.9 345 157.6 107.9 21,386 14,466 66,203 45,312 

*American Family ......... 21.8 19.0 79.8 61.5 9,356 8,163 34,204 26,369 Total Group ........... 103.8 84.2 350.5 282.1 50,072 41,046 168,607 136,644 

Better Living ............ 49.9 44.0 1544 148.2 21,394 18,843 66,178 63,429 M r 7 

tEverywoman's ........... 51.2 419 1814 158.5 21,933 17,954 77,790 67,913 

{Family Circle ........... 79.1 71.0 257.3 244.0 33,912 30,453 110,369 104,576 agazine Linage Trend Figures in thousands 

Good Housekeeping ........ 166.4 162.4 477.3 482.9 71,270 69,578 204,338 206,792 

*Holland’s Magazine ...... 18.0 19.0 66.7 78.8 7,741 8,157 28,596 33,797 , 

EE da whcas circecs 56.0 58.2 17993 1778 24,018 24,926 76.833 76,075 WEEKLIES GENERAL 

Ladies’ Home Journal .... 1188 119.3 373.1 381.4 80,765 81,113 253,652 259,350 1953 1953 

McCall’s Magazine ........ 100.0 97.6 2788 302.0 68,007 66,304 189,577 205,318 = 

Parents’ Magazine ....... 87.2 77.4 247.5 235.3 37,335 33,154 105,967 100,756 APR.1/,356 al APR. 1650 | 

Seventeen ............... 1243 109.7 401.2 378.2 84,512 74,560 272,758 =. 257,114 = 

#{Today’s Family ........ i <= 67 a 7,430 23,911 MAR. 1/, 370 | MAR.| 5 82 | 

Today's Woman .......... 64.2 71.9 1849 2135 27,522 30,845 79,332 91,565 195 1952 

“Western Family: 2 
Southwest Edition ...... 41.5 36.1 139.3 145.2 17,815 15,484 59,753 62,260 
#Mountain Edition ...... 37.9 289 1254 1184 16,247 12,385 53,810 50,783 APR. TE RAa 628 
#No. Calif. Edition .. 38.6 32.2 1318 129.9 16,542 13,798 56,527 55,679 
#Northwest Edition .... 37.8 31.7 1345 132.4 16,218 13,599 57,697 56,822 

tWoman’s Day ............ 77.3 82.7 2611 290.9 33,113 35,415 11,867 124,497 

Woman's Home Companion .. 71.2 89.5 2544 270.4 48,326 60,875 172,994 183,887 we. ie vo 
Total Group ............ 11268 1099.7 35365 35686 587,019 575,824 1,844,208 1,863,698 oe a 53 

{See note at end of flinage tabulation. #Not included in totals. {Started publication in February 1953. apr. | 587 } APR. APR. 

General — mar[556 | MAR. mar.[446] 

*American Artist ........ 31.2 31.0 1162 °&2117.4 13,119 13,010 48,830 49,309 1952 1952 

*American Forests ........ 19.7 18.1 59.5 62.8 8,260 7,602 24,976 26,390 1952 9 

American Legion .......... 23.9 21.1 87.4 77.2 10,058 8.847 36,759 32,450 APR , 

American Magazine ........ 35.0 35.8 107.0 129.2 14,668 15,037 45,014 54,232 5 76 298 APR 470 

ee ee 26.4 24.8 90.2 85.3 11,315 10,630 38,705 36,606 

WSS PRP Se 29.4 27.7 98.3 103.8 12,327 11,600 41,244 43,577 

*Christian Herald ........ 43.5 48.3 169.3 184.5 18,643 20,731 72,599 79,148 | Outdoor & Sports 

Columbia ........ core OS 75 BG 6S 4,932 460 026 18,077 19,624 | +american Rifleman ...... 50.6 55.9 200.0 209.1 21,691 24,001 85,767 —89,710 

ee . 34.0 15.0 100.0 48.0 6,188 2.730 18,200 8,736 x ; : g 

Field & Stream .......... 82.0 80.1 2533 236.2 35,156 34,372 108,628 101,407 

Cosmopolitan ........ we 40.7 42.3 128.0 146.9 17,469 18,109 54,849 62,929 *Fur-Fish-Game ..... 24.1 23.9 84.3 85.8 10,337 10,258 36,174 36,811 

*Eagle Magazine .......... 72 ‘£5 ST I 2,979 2,692 «11,220 12,046 | +Hunting & Fishing... 26.5 421 1009 1263 11379 18,065 43,295 3,327 

‘Ebony .......--. ‘++ GLb SS 226 2024 41,533 37,910 151.387 = 137,590 | eutdser Life ...... .. Ql 778 2675 226.3 39,058 33365 114697 97,101 

Elks Magazine ........ -. MT MT 7 484 5,049 6,321 19.632, 19,541 | outdoor Sportsman... 120 133 416 46.2 5,148 5,720 17,864 19,832 

eee pind eer es 81.0 71.5 218.6 231.1 55,100 48,599 148,715 157,155 Sports Afield 79.2 69.7 225.1 197.7 33.939 29.871 96.509 84.833 

_ aeeresenrepes 19.0 21.9 80.9 86.2 13,050 15,073 55,626 59,248 <peawaba cient. ; ; ; ; ugieili : 

aa AR te i 5 of ; 27.7 27.6 92.1 94.6 11,856 11,797 39,413 40,460 Wee ME pavscssace 365.5 362.8 1,172.7 1,125.6 156,708 155,652 502,934 483,021 

*Grade Teacher .......... 41.4 41.3 1338 157.6 18,246 18,234 59,006 69,510 . . 

Harper's Magazine ........ 25.0 22.1 79.3 73.4 10,461 9,243 33,239 30.765 | Mechanics & Science 

OE eevcnns.csccccesss 81.3 778 2322 222.2 55,240 52,875 157.820 150,972 | Mechanix Illustrated ...... 87.2 86.0 336.5 3203 19,530 19,260 75,380 71,747 

“Improvement Era ........ 36.4 34.7 1140 1129 15,290 14,572 47,881 47,374 | Popular Mechanics ........ 1668 151.0 681.9 709.9 37,373 33,824 152,753 159,019 

*Instructor .............. 33.9 35.1 1305 1221 23,169 24,008 89,266 83,571 | Popular Science ......... 148.0 139.7 583.3 553.2 33,152 31,286 130,648 123,882 

*Motor Boating .......... 105.6 95.9 4429 405.3 62,095 56,399 260,423 238,301 | f*Science & Mechanics .... 94.3 741 3924 292.4 21,132 16,607 87,898 65,498 

National Geographic ee 53.9 1852 1611 14,277 12,808 44,028 38,303 "1 

*Our World . rn 335 107.0 1121 17,543 22,787 72,789 76,255 sngeittier leaes peearess ts aS SS Ea 

Pathfinder .............. 68.4 48.4 1498 173.7 28,738 20,322 62,917 72,955 

*Promenade ............. 21.8 26.2 82.5 89.0 9,331 11,261 35,394 38,196 ; 

Redbook Magazine ........ 220 226 763 85.1 9,439 9658 32720 36,457 | Detective & Fiction 

Rotarian ......-2..+00-- 12.5 10.9 42.6 41.6 5,252 4,564 17,857 17,469 | Dell Men's Grow ........ 18.2 22.3 77.6 87.2 7,848 9,572 33,398 37,503 

{*See .. pee np hd. 13.2 12.3 28.0 23.6 8,893 8,238 18,805 15,798 Popular Fiction Group as 13.3 13.5 58.3 65.3 2,970 3,027 13,047 14,615 

#t*Macfadden Men's Group. 70.6 32.0 244.3 84.1 30,299 13,727 104,802 36,058 

Town & Country .......... 59.1 75.2 250.0 282.1 39,689 50,463 167,861 189,437 | # len 

tsp RI 47.1 504 1313 1144 20.233 21,626 56,395 49,115 | *Thrilling Fiction Group .... 10.8 13.5 51.8 67.0 2,418 3,029 9,400 12,519 

*Vachting ..........00005 109.8 1007 4362 390.6 64,562 59,212 256,485 229,673 Total Group ........... 423 493 187.7 ~ 219.5 13,236 15,628 55,845  ~ 64,637 
Total Group .......... 1,261.9 1,207.6 4,338.0 4,256.2 645,749 627,784 2,258,439 2,230,451 | #Not included in totals. {Formerly Sport Men's Group. Master Detective added to group in September 1952; Climax 

{Changed from semi-monthly to monthly effective April 1953. {March-April issues combined. Current month's pages and | @déded in March 1953. 

lines are not included in totals; cumulative pages and lines are included in totals. 

Farm 

Home {Capper’s Farmer ...... 79.6 73.6 260.8 =. 34,148 50,141 120,738 164,738 

American Home .......... 66.9 821 2611 2475  (S4.887 51,801 166,909 156,273 | Country Gentleman ...... 1123 IAG 407.5 3859 846106 8=—77,911 = 187,377 = 261,103 

Better Homes & Gardens .. 243.1 205.0 620.4 © 538.9 153,516 129,469 391,988 340,414 | Fam dourmal 8 1235 USS 24 A (SES S160 173,582 

*Flower Grower .......... 93.0 71.0 302.1 250.7 39,060 29,820 126,896 105,280 

Neue Geoutiful .......... 163.0 1596 4086 3947 102,904 100805 258,018 249,212 | _ Adriculturist .... / O14 45.1 6196.4 164.68 20,230 30,418 84,211 = 111,780 

House & Garden .......... 1336 108.1 3239 315.8 84,334 68.224 204.487 «199.351 | SProuressive Farmer ...... 116.7 1315 434.1 413.6 79,445 89,248 295,148 280,909 

Gatien eM 59.7 2357 2283 55,474 37,677 148,915 144,224 | Successful Farming .... 1146 86 127.8 = 392.3 422.0 51,553 57,462 176,487 =——_189,805 

Sunset Magazine .......... 153.0 1239 443.1 358.6 64,247 52,035 186,107 150,600 Total Group ........... 5941 6061 21033 20306 286473 353815 040811 1,181,687 
Total Group ........... 960.4 809.4 2,559.1 2,334.5 554,422 469,831 1,481,320 1,345,354 +Changed from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January 

1953. §See note at end of linage tabulation. 

Fashion 

pe 102.3 955 328.0 3152 43,899 40,953 140,653 135,180 ee Ts 

SE i nin. on saneveds 103.9 1101 3439 385.5 44,555 47,266 147,496 165,393 ior 

Harper's Bazaar .......... 114.8 114.1 422.5 454.1 72,509 72,070 267,019 286,969 | SAmerican Weekly .... ; 56.1 = 198.8 133.3 47,638 31,088 168,859 132,774 

Mademoiselle ............ 105.5 99.9 365.1 368.3 45,284 42,843 156,625 158,016 Parade ......-++++++- ; 49.6 36. 185.3 129.8 42,126 30,8651 157,320 110,144 

Vogue .................. LB 1502 6220 616.7 83,315 94,918 393,088 389,665 | This Week Magazine ...... we = 276.5 =< 63,702 _ 55,926 §=—_ 236,574 + —_205,487 

i St me BOL 2. errrer erry ; 33. 662.6 505. 153,466 117,865 562,753 448,405 
Total Group ........... S5E3 S698 20BLS 2139.7 289,562 296,050 1,104,881 135,225 | Total Gime si age to 850-line page on May 11, 1952. 
Movie-Romance-Radio 
Dell Modern Group: N ewspaper Sections (II) ) 
Modern Romances ...... 38.7 35.2 1294 129.7 16,598 15,074 55,457 55,5 (All other newspaper sections and comics 
an Soe ......... 206 393 1238 1297 17419 «16847 53108 S871 og a bagel 440620 61S 103.7 29,233 25,150 = 120,579 += 103,550 
Screen Stories .......... 33.1 32.2 102.6 108.7 14,194 13,818 44,024 46,651 | ‘N.Y. Herald Tribune- 

Gaintih Teas tentnehess-nthatien Giehann: This Week ..... ieee 432 304 4476 127.4 36,691 33,478 125,527 108,122 
Motion Picture ........ a6 66 TST ts | 1 I re Oe lime lla eee 
True Confessions ........ 36.6 338 1240 135.2 15,668 14,518 53,159 57,978 | New York Times — . oe —¥4 =? 4 pop ad 130,755 638,715 = 530,603 

Hillman Women’s Group .... 122 116 427 483 5,200 4,979 18,390 20,799 | Puck—The Comic Weekly .. 625 _ 21,819 =—_—98,841 = (98,247 

Hillman Romance Group .... 4.5 7.7 24.2 24.3 1,917 3,313 10,401 10,435 Total Group .....+.0005- 315.5 6 -2676 «12702 10561 “284087 “248866 1157662 989,764 

Ideal Women’s Group: ¢Changed from 1,000-line page to 850-line page in January 1953. {Changed from 1,000-line page to 980-line page in 
Intimate Romances ...... 20.5 26.2 74.4 91.5 8,793 11,247 31,963 39,331 | June 1952. 
iat cease 20.6 71.1 75.9 9,329 8,849 30,564 32.607 
Movie Stars Parade . > an 21.5 _ 74.8 9,350 9,215 30,606 32,129 All figures in the following groups were compiled by Advertising Age 
Personal Romances ...... 19.9 25.4 71.6 89.4 8,526 10,886 30,765 38,412 ; 

sausity Romance Crop 6040 AO gas Aste Sar ggg | Comics Magazines 

Screeniand Unit .......... 20.7 23.6 84.3 93.5 8,899 10,116 36,195 40,097 (Total 2 Units) ; £.0 £.0 15.0 18.5 3,024 3,024 5,670 6.993 

Ba nat gy ar Unit A ia 3.0 3.5 6.5 9.5 1,134 1,323 2,457 3,591 
Revealing Romances .... 16.4 13.7 65.1 61.4 7,057 5,871 27,938 26,349 a 50 45 as 90 1.890 1701 3213 $402 

Sn tine tana te wn i i cM me 25 60 80 145 945 2,268 3,024 5,481 
Pawsienrncen.. 429 BS MNO 18S sesh camts gag | Mareen orm SSR Ree garam ag 
Radio - TV Mirror ..... 24.2 23.1 89.5 88.4 10,388 9,908 38,350 37,888 | semareel Comic Grove: ; ’ 

True Experience ........ 26.5 24.4 99.7 92.3 11,382 10,469 42,731 39,671 
; |” (Total 3 Units) . . 29.8 29.8 59.6 59.6 11,430 11,430 22,860 22,860 
True Love Stories ...... 25.8 25.0 97.1 93.3 11,050 10,742 41,638 39,995 | Red Unit ..........006: 9.9 9.9 19.8 19.8 3,810 3,810 7,620 7,620 
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Advertising Age, May 18, 1953 


‘ . ee ne ep ~Lines — ——— ——- —— Pages—____—__—. §-—_____—_- Lines 
April April Jan.-April Jan.-April = April April dan.-April, — Jan.-April April April Jan.-April Jan.-April April April Jan.-April.  Jan.-April 
1953 1952 1953 1952 1953 1952 1953 1952 3953 1952 1953 1952 1953 1952 1953 1952 
ee 9.9 9.9 19.8 19.8 3,810 3,810 7,620 7,620  Newsweek-Pacific: 
Yellow Unit .... 9.9 9.9 19.8 19.8 3,810 3,810 7,620 7,620 Manila Edition ......... 33.3 29.2 136.0 1158 14,000 12,250 57,120 48,650 
Sational Comics Group: Tokyo Edition .......... 60.2 56.0 2288 2288 25,270 23,520 96,040 96,110 
(Total 2 Units) .........- 85 11.3 41.7 47.4 3,213 4,284 15,750 17,968 Reader's Digest: 
Red Unit . ye 5.3 5.7 22.5 24.4 1,985 2,142 8,444 9,201 Se 34.0 40.0 131.0 194.5 6,188 7,280 23,842 35,399 
#HBlue Unit .......---:- 3.3 5.7 19.5 23.3 1,229 2,142 7,310 8.775 | I ia s)s vanes a 45.0 59.0 164.0 209.0 8,190 10,738 29,848 38,038 
Quality Comic Grovp .... 4.0 24.0 16.0 2,268 1,512 9,072 6,048 SD caedeencesce 26.0 — 70.0 oe 4,732 12,740 
4#Standard Comics Group .. 4.3 4.0 9.8 10.1 1,625 1,512 3,704 3,818 Eee ne 64.0 66.0 229.0 223.0 11,904 12,276 42,594 41,478 
TS Bae eaten en ee) oe re a i a ne 
~ pg Pegg ined nd lines not included in totals; cumulative pa i eee . s . . ; j ’ , 
Na oo ey aa pales Perea wr ey tM deci ones 7.0 5.0 37.0 24.0 1/302 930 6,882 4.464 
included in totals. French (Belgium) ...... 50.0 64.0 164.0 220.0 8,750 11,200 28,700 38,500 
,.. 2... ree 80.0 94.0 260.0 286.0 14,000 16,450 45,500 50,050 
Canadian National Weekend Newspapers (Rotogravure Linage) French (Provincial) ..... 71.0 940 246.0 280.2 12425 16,450 43,050 49,030 
60 BOOS ccc bccestccesvce 64.4 63.9 205.9 193.8 64,413 63,913 205,878 193,720 ae 17.0 38.0 58.0 110.0 2.975 6,650 10,150 19,250 
ok Se etoene ge 55.4 55.5 186.6 190.0 55,408 55,478 186,610 189,964 German (Germany) baad 63.0 70.0 195.0 192.0 11,466 12,740 35,490 34,944 
Star Weekly. hg ae at ae $2.8 74.5 275.7 249.7 © 78,676 70,737 261,917 237,251 German (Swiss) ...... 16.5 36.0 58.5 109.0 3,003 6,552 10,647 19,838 
Weekend Picture Mayazine .. 83.0 70.7 274.5 232.3 80,962 68,894 267,653 226,471 og teen e eens oe mr rn ome — a aa bo a a. 
OR Caer ; F y i Y q } : 
Total Group ......-.... se Se aS Se ee Le UI lpn es... 29.0 30.0 1165 1220 4,872 5,040 19,572 20,496 
Japanese Troop .......... 18.0 27.0 84.0 90.0 3,276 4,914 15,288 16,380 
Canadian SN S55 ka 554k 11.0 omen “5 ow 7 3,024 
Canadian Home Journal .... 50.8 49.0 161.7 162.2 34,532 33,320 109,924 110,268 Latin American (English) 5.0 10.0 26.5 40.0 615 1,230 3,260 4,920 
Canadian Homes & Gardens . 66.7 51.6 171.9 169.0 45,372 35,092 116,888 112,882 ee eee 69.0 77.0 243.5 269.5 12,558 14,014 44,317 49,049 
Ns ae 59.7 53.0 165.1 150.0 40,619 36,018 112,294 102,022 New Zealand Sitiedccea ne 22.0 29.0 90.0 100.0 4,004 5,278 16,380 18,200 
OEE ccccctcsccvoecs 98.0 66.9 286.9 195.4 66,650 45,517 195,123 132,782 EN wowbcecde cust 23.0 22.0 65.5 68.0 3,910 3,740 11,135 11,560 
SS ere 57.1 56.9 207.2 192.2 38,860 38,673 140,950 130,691 Portuguese beeen ee eeees 72.0 88.5 281.9 294.5 12,600 15,487 49,338 51,537 
Reader's Digest South African eee 64.0 61.0 237.6 211.0 11,456 10.919 42,528 37,769 
English Edition ......... 92.5 83.5 278.5 248.5 16,835 15,197 50,687 45,227 Southern Hemisphere .... 43.0 49.5 152.5 175.5 7,826 9,009 27,755 31,941 
French Edition ......... 93.5 $5.5 285.5 253.0 17,017 15,561 51,961 46,046 _ Swedish Sree ere 59.0 48.5 140.0 141.0 10,974 9,021 26,040 26,206 
Revue Moderne ........... 28.2 28.0 90.7 90.2 19,180 19,053 61,653 61,329 Time-Atlantic ............ 65.6 73.8 237.9 265.3 27,545 31,010 99,890 111,440 
Revue Populaire .......... 39.1 35.2 101.3 99.6 27,353 24,664 70,846 69,730 Time-Latin American ...... 91.8 94.8 334.5 365.4 38,570 39,830 140,490 153,510 
agg. ina 40.5 34.2 1225 96.1 28,383 23,962 85,816 67,263 Time-Pacific ............. 57.8 558 2199 206.1 24,290 23,450 92,400 86,590 
Saturday Night .......... 83.3 91.3 282.3 290.1 56,642 62,066 191,948 197,251 #°VisA0 .......-e eee eee 35.0 —— 1335 — 14,700 56,070 
Time-Canadian ..........++ 194.2 168.5 613.4 513.0 $1,550 70,770 257,600 SD | OE pas vuievdasssee dade 49.8 48.1 172.7 152.6 20,930 20,200 72,540 64,090 
Total Grow sos.) oe $03.6 2,767.0 2,459.3 472,993 419,693 1,445,690 1,290,951 Total Group tteseeeeees 1,458.4 1,612.6 5,183.2 5,548.1 375,003 406,603 1,357,944 1,436,093 
Bir nor ese #Not included in totals. ‘Started publication in December 1952. ‘Started publication in November 1952. “Started publication 
F oreign in October 1952. “Started publication in March 1953. °Started publication in July 1952. 
; national: NOTE: All sectional advertising in Everywoman's, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
Niall Eaition ereerY 43.4 51.1 171.5 193.4 29,495 34,765 116,620 131,580 Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
#’'Spanish Edition ........ 42.4 —- 176.4 a 28,815 119,935 —— particular edition Carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 
Newsweek-European ........ 27.0 29.3 111.4 115.5 11,340 12,320 46,830 48,510 appears in an edition representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 
; 4 “One of the major public rela~ Seqbrook Plans Fall Drive (the District of Columbia. Radio 
Br aun Say s N ew Rep ublican Era Doesn t tions problems which promises to; Seabrook Farms Co., Bridgeton, | Will be used in a few selected —* 
2 - . be with us all the time is that re- N. J., frozen food packer and proc- Kets. Tracy-Locke, Dallas an 
Lessen Business Need for Public Relations sulting from the reliance placed essor, and its new agency, N. W. Houston, is the agency. 


SEATTLE, May 12—The shift to 
a Republican administration “in 
which business has some influ- 
ence” makes public relations more 
necessary for business today than 
ever before, T. W. Braun, presi- 
dent of Braun & Co., Los Angeles, 
said here today. He explained: 

Mr. Braun, head of the West 
Coast public relations firm serv- 


VARiGRAPH 
LETTERING INSTRUMENT 


Now anyone can do perfect hand-lettering to fit 
any job. Varigraph letters more than 500 sizes 
and shapes from each of 113 type style templets. 
Write today. No obligation. Dept. 9§ 


VARIGRAPH CO., INC. ON, 


ing, among others, Safeway, Wool- 
worth and 
groups, spoke to the first annual 
joint meeting of the Advertising 


and Sales Club of Seattle and the. 


Public Relations Round Table of 
| Seattle. 

| Politics in the broad sense,” 
Mr. Braun said, “is a vital busi- 
‘ness operation problem. It is also 
‘the acid test of public relations 
‘and public relations people.” Re- 
‘jecting the “outmoded principle” 
‘that politics and business don’t 
mix, Mr. Braun said “both gen- 
erally and specifically, the poli- 
tical processes today determine the 
climate of business operations and 


profits.” 


s Day-by-day performance of in- 
dividual business concerns “will 
do more to convince their section 
of the general public of the worth- 
‘iness of the free enterprise sys- 
‘tem than will any institutional ef- 
fort to glorify it in the abstract,” 
Mr. Braun said. 


Ct rr 


Note these features — 
1. ALL STEEL CONSTR 
2. ENAMEL FINISH 
3. MODERN STYLING 


4. 
IN TWO MINUTES 


Write today 


610 WHITE STREET 


SIGN PANEL CHANGED 


NEW 


BOARD 


3 IN1 
1. PROCESS 
2. PASTE 
3. PAINT 


UCTION 


| FREE tranchises OPEN in all cities 


for full details 


Manufactured by Cc O U a TE S Y 


@ HOUSTON, TEXAS 


various chain store> 


by many people on government to 
solve everything...The business 
community itself is not immune 
from the illusion that govern- 
mental intervention is desirable. 
The proof of that is the number of 
|restrictive proposals in Congress 
and state legislatures drafted by 
|business men and aimed at op- 
erations of other business men. 
|'Sometimes one is led to believe 
| that everybody is for free enter- 
| prise for the other fellow so long 
‘as his own position is protected 
from competition by some stat- 
ute... 


# “It is on the legislative front 
that the battle for the preservation 
of the free enterprise system will 
be won or lost. All of us, public 
relations and advertising people, 
have the duty of keeping those 


stantly alerted to the threat on this 
front.” 

Control of communications in 
government in this country, Mr. 
Braun said, comes not through con- 
trol of the media but of the basic 
developments and facts which be- 
come news. 

“Public opinion,” he said, “can 
be positively manipulated by those 
few in government who possess the 
|facts and control the extent and 
|time of their release. The integ- 
rity of government Officials in this 
field thus becomes of the greatest 
importance to the citizens. The 
/policies and capabilities of our 
| news services may need overhaul- 


ing. They probably, potentially at | 


| least, have the only facilities for 


acting as the eyes and ears of the 
people in checking the govern- | 


| ment hand out.” 


| 66 


is not high-power publicity un- 
der a fancy name; it is not a ‘save 
the surface and you save all’ pro- 
| cess. 

“As a matter of fact, the public 
part of the relationship we are 
concerned with really is the lesser 
part of the entire job. Because if 
we are able to perform the rest of 
the job satisfactorily—the unseen, 
internal part of it—the relation- 
ship with the public just about 
| takes care of itself.” 


Williams Joins Comstock Co. 


Robert E. Williams, formerly 
‘Secretary and media director with 
Ben Sackheim Inc., New York, 
has been appointed media di- 
rector of Comstock & Co., Buffalo. 


with whom we do business con- | 


| 
© Mr. Braun said public relations 


Ayer & Son, Philadelphia, have 
agreed on a new fall newspaper 
campaign in selected markets. To 
support newspaper promotion, Sea- 
brook also will take television 
' spots in major markets. The selec- 
,ted market approach is new for 
the company, which heretofore 
has spread its ads in all national 
| markets to support its dealers and 
distributors. Hilton & Riggio, New 
' York, had the account previously. 


'Buckley to Ovesey, Berlow 

| Buckley Mfg. Co., Chicago, met- 
| al utility furniture maker, has ap- 
/pointed Ovesey, Berlow & Straus, 
| New York, as its first agency. Pre- 
‘liminary plans include ads in 
Hardware Age, Housewares Re- 
view and Retailing Daily. A con- 
sumer magazine schedule is under 
consideration. 


Comet Boosts Rice, Fruit 
Comet Rice Mills, Houston, dur- 
ing June and July will run frac- 
tional b&w pages to feature quick 
dessert ideas using Comet rice and 
canned fruit. The ads will appear 
in 127 newspapers in 29 states and 


FCC Okays KPOL Power Hike 


KPOL, Los Angeles, has been 
authorized by the Federal Com- 
munications Commission to in- 
crease its power from 5,000 to 10,- 
000 watts. 


Heads Jackson Merchandising 


N. W. Smith Jr., formerly prod- 
uct director for Chicopee Mills, 
has joined Jackson & Co., New 
York agency, as director of re- 
search and merchandising. 


Acomb Opens in Portsmouth 
Robert Acomb Inc., Cincinnati 


agency, has opened an office in 
the Masonic Bldg., Portsmouth, O. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next “mulii- 
graph, mimeograph, addressing or 


mailing job. Quick pick-up and de 
livery, fast and accurate work, pleicy 
of experienced pe nel, charges 


always in line. THE VER SHOW, 
Inc., 421 S. Dearborn St., Chicage & 


(Now in our 23rd successful vear.) 


Real teamwork — built on media co-operation — 


can help you “make the bases” in Wisconsin’s 3rd 


largest sales market! The 
gives you positive control 


GREEN BAY PRESS-GAZETTE 
of a compact, prosperous 


market — “goes home” to 100% of City Zone 


families, to 95% of those 


in the Metropolitan Area. 


This is the way to reach — and sell — the folks with 
money to spend . . . nearly $265,000,000.00 in annua. 


wholesale-retail sales! Our 


Grocery Store Panel Audit 


for Brand Tests, plus full merchandising assistance, 
is all set to help you slam that sales message home 
where it counts! Contact Phil McClosky, Manager, 


Genera! Advertising, for full information 


| 


GREEN BAY PRESS-GAZETTE 
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Reference Service Head Scorns AFA VOTRE BEAUTE You Ought fo Kirow « «thomas 8. Haire 
‘Explanation’ of Hardy Incident | | 


(Continued from Page 1) 
of the Legislative Reference Serv- 


ice, has naturally been quite con-| 


cerned over the disclosure of this | 


unauthorized material, and on the. 


heels of this story, the Legislative 
Reference Service has taken steps 
through contacts with several as-| 
sociations to increase its files of 
accurate and adequate material on 
the economic aspects of advertis- 
ing. 


|in the first place by Ralph Hardy, 
legislative representative of the 
National Assn. of Radio & Televi- 


sion Broadcasters, who has thus) 
far failed to substantiate his asser-| 


y 


—_ 
“~ 


tion that the document was sup-_ 


plied to a member of Congress in 
answer to a routine inquiry. 

The “explanation” likewise did 
not reveal that the “junior mem- 


ber of the staff” who wrote the. 


document and put it into the files 


' without authorization is a cousin 


se “The Advertising Federation of 
America would like to commend 
Dr. Griffith for his prompt action | 
in removing the unauthorized 
manuscript from the files and for 
his invitation to individuals and 
organizations to help supply ma- 
terial. His attitude is constructive 
and helpful. We are pleased if our 
mailing to advertising people 
helped to bring about a closer co- | 
operation between advertising| 
groups and the Legislative Refer-| 
ence Service. We shall be glad to 
cooperate with and assist Dr. Grif- 
fith.” 


® The “explanation” failed to 


mention the Legislative Reference | 


Service’s categorical assertion that 
no record existed of the anti-ad- | 


vertising treatise ever having been | 
serviced to anyone by the library. | 


It also failed to explain that the 


document was supplied to the AFA | 


of Mr. Hardy, and that Mr. Hardy 
knew the author of the document, 


and did not reveal his knowledge, | 
when he “disclosed” the existence | 


of the document two years after it 
was written, to a group of repre- 


| sentatives of advertising associa- 


tions. 


s The facts in the case were un- 


eartned by ADVERTISING AGE as a! 


result of a routine checkup on the 
original release of material by the 
Advertising Federation of Ameri- 
ca. They were reported in detail 
|in the April 27 issue [‘“‘Who Is Mr. 
'Hardy’s Source? AFA Can’t Back 
Up Its Attack on Library”. 

Meanwhile, AA learned that Mr. 
Hardy appeared at a meeting of 
advertising association representa- 
tives late last week, and again said 
he is unable to reveal the name of 
the congressman who originally 
got the document. 


Conservative Clients Throttle Creative 
Artist, Frankfurter Tells N. Y. Artists 


|: : Lj + 
New York, May 13—The inher-! Pliskin, Anderson & Cairns for the | i®troduction of parking meter ad- 


ent conservatism of advertising art 
clients and their hesitation to ven-| 
ture down new paths is one of the. 
big obstacles to the commercial 
artist today, in the opinion of Dr. 
Alfred M. Frankfurter, editor and 
publisher of Art News. 

He told more than 600 art di-| 
rectors and guests at the awards 
luncheon of the Art Directors Club | 
of New York today: 

“There is no real distinction be- | 
tween fine and commercial art.) 
The only really commercial art is| 
that which goes under the guise of 
fine art. What the commercial 
artist needs is more freedom to ex- 
periment. 

“A complete departure from the 
normal patterns will produce a 
great many new ideas,” he as- 
serted. “The commercial artist is 
infinitely closer to life than the 
so-called fine artist by reason of 
his contacts with the advertising 
agency and client.” 


‘ander Liberman, 


s Albert Dorne, artist and presi- 
dent of the Famous Artist Schools, 
was awarded the gold medal of the 
Art Directors Club “for a distin- 
guished career in advertising art 
and illustration.” A certificate of 
distinctive merit was given to the) 
Advertising Council. 

Other medal winners, with the 
designer, art director, advertising 
agency and advertiser listed in) 
order are: 

Magazine ads—S. Neil Fujita, | 
Walter Reinsel and Mr. Fujita, 
N. W. Ayer & Son, for Container 
Corp. of America. 

Booklets and direct mail ads— 
Louis Dorfsman, CBS Radio. 

Posters—Robert Gage, Doyle 
Dane Bernbach Inc., for H. S. Levy 
& Son. 

Point of sale art—Paul Rand, 
William H. Weintraub & Co. for. 
G. H. P. Cigar Co. 

Magazine advertising, genera) 
illustration—Walter Murch, Harry 
Payne, Batten, Barton, Durstine 
& Osborn for National City Bank 
of New York. 

Magazine advertising, 
illustration—Leslie Gill, 


product 
Robert 


Lurex division, Dobeckmun Co. 


® Trade’ periodical advertising 
art, product illustration—Al Par- 
ker, Carter B. Helton, Kircher, 
Helton & Collett for Howard Paper 
Mills. 


Booklet and direct mail art—| 
R. Blayne Mc-| 


Robert Philipp, 
Curry, Francis W. Goessling for 


Abbott Laboratories. 
Poster art—Glenn Grohe, Rob- | 
ert Bach, N. W. Ayer & Son for) 


Hawaiian Pineapple Co. 

Point of sale art—Ruth Brody, 
Nye Pharr, Anderson & Cairns for 
Dan River Mills. 

Television commercials—Lew 
Keller, Ray Patin, Marlow Har- 
tung, Ray Patin Productions, 
Wallace Mackay Co. for Bardahl 
Mfg. Corp. 

Editorial 


art, fiction—Robert 


Fawcett, John C. Pellew, Crowell-. 


Collier Publishing Co. for Collier’s. 
Editorial art, non-fiction—Alex- 
Priscilla Peck, 
Conde Publications for 
Vogue. 
The Art Directors Club medal 


was also awarded to Georg 


Nast 


Olden of CBS for “over-all con- News, Ahoskie, N. C., has named| 


LAST ROUND—Advertising Age hereby 
closes the story of the disembodied eyes 
and lips (AA, March 16 et seq.) with the 
admonition that people had better look 
more than twice before laying claim to 
originality in art. The evidence: a cover of 
Votre Beaute, a French publication, dated 
| February, 1937. The photographer: none 
other than Erwin Blumenfeld, who becomes 
unhappy when he sees what he believes he 
originated being duplicated. 


Five Advertisers 
Use Parking Meter 
Ads in Philadelphia 


PHILADELPHIA, May 13—City 
Meter-Aid Corp. of New York an- 
nounces that Pepsi-Cola, Savarin 


‘Coffee, Canada Dry, Beacon Wax 
'and Esso have contracted for ad- 
| vertising space on this city’s park- 
ing meters. 

The Advertising Council will 
also use 600 meters beginning May 
115 to promote its national blood 
_donor campaign. 
| There had been reports that the 


vertising—a subject of local con- 
| troversy since last November— 
was Stalled once again because of 
newly unearthed federal and state 
regulations which prohibit adver- 
tising on highways built with the 
|aid of federal or state funds (AA, 
May 11). 

City Meter says that no adver- 
tising will be placed on federal- 
aid roads and that it has permis- 
sion to use all state-aid roads. Ads 
are now installed on several hun- 
dred meters, the company reports. 


MARTIN BRUESHABER 

CHICAGO, May 14—Martin W. 
_Brueshaber, 69, retired president 
| of Goss Printing Press Co., Cicero, 
'Ill., died at Elmhurst Memorial 
Hospital yesterday. 


| 
| 
| 


_Manna Joins Comstock & Co. 

O. A. Manna, formerly with 
Stanley Aviation Co., in art and 
design activities, has joined Com- 
stock & Co., Buffalo, as a client 
service division production man- 
ager. 


Carolina Daily Names Rep 
The Daily Roanoke-Chowan 


Thomas Brett Haire, president of 
Haire Publishing Co., and newly 
elected board chairman of Associ- 
ated Business Publications, be- 
lieves that the marketing revolu- 
tion now going on is the greatest 
challenge business papers have 
ever had to face. 

“To meet it successfully,” he 
says, “the business press will have 
to do more than merely provide 


news and information in special- 


ized fields. Business papers will 
have to do more original research, 
,;more constructive analyses of com- 
plex marketing problems, and 
more effective interpretation of 
‘marketing developments § and 


| trends.” 
| 


|@ Many things, such as research, 
|market studies and _ promotion, 
‘that individual business paper pub- 
lishers may find it difficult to do, 
because of prohibitive cost, Mr. 
Haire says, may eventually be pos- 
sible through ABP. 

“As an organization,’ he com- 
mented, “ABP has never been 
stronger. Its principles and objec- 
tives are more clearly defined to- 
day because of the thinking pub- 
lishers have been forced to do as a 
result of the controversy over paid 
versus non-paid circulations. 

“ABP will always defend and 
promote paid circulation,” Mr. 
Haire said. “But it is a mistake 
to assume, as some people seem to 
do, that that is all ABP is doing 
or going to do. Most of ABP’s acti- 
vities are concentrated on devel- 
oping practical information on bet- 
ter publishing in all departments: 
editorial, circulation, research, 
promotion, readers’ service and 
advertising sales. We expect to 
broaden and intensify this.” 


@ While publishing has been Mr. 
Haire’s major activity since he 
was graduated from Cornell in 
1934, he has also been active in 
other fields. 

As a youngster he made para- 
chute jumps on Long Island and 
got his pilot’s license at 17. For 
a couple of years after leaving 
college he worked in the oil fields 
in Western Canada on wild-cat oil 
claims. 

Returning to Haire Publishing 
Co. in 1938, he induced his father, 
Andrew J. Haire, now chairman of 
the board, to start Aviation Equip- 


Thomas B. Haire 


ficers’ training school, received 
his commission and went overseas 
with the 386th Bomb Group. 


e® He flew 31 + missions, was 
wounded once, and is entitled to 
wear six campaign stars, the 
bronze and silver stars, the air 
medal with four clusters, and a 
Presidential unit citation. 

While overseas, he wrote, or 
rather dictated in three days and 
nights, a book titled “History of a 
Bombing Outfit,” which was print- 
ed on a re-rigged Belgium press 
with paper from a German ware- 
house by members of his bomb 
group. 

Both the linotype and press had 
to be reconditioned because they 
had been broken by the Germans. 
To supply gas for the linotype’s 
metal pot, aviation oxygen bottles 
and regulators were rigged up to 
maintain uniform heat so _ the 
metal could be cast. The book 
was written, set and a press run of 
5,000 copies with two-color cover 
completed in exactly 23 days. 


® Returning to the _ publishing 
business in 1945, Mr. Haire took 
charge of the company’s aviation 
papers until they were sold a few 
years later. He then functioned as 
executive v.p. of the company, and 
took an active part in the re- 
organization of ABP, being elected 
secretary in 1950 and _ serving 
successively as v.p. for two years. 
He was elected board chairman 
May 3. 

He lives in Lawrence, L. I., was 
married to his childhood sweet- 
heart in 1946, and they have three 


ment and American Aviation, | 
which were later sold to other pub- | 
lishers. 

When the U. S. entered the war, | 
Tom Haire enlisted as an aviation | 


few months he was sent to of- 


mechanic in the army. After a| 


youngsters, Tom, Jr., four; Ann, 
two, and Jack, one. His hobbies 


|are golf and flying, and if he lives 


to be 100, he says, he is confident 
there will still be new things to 
learn about the publishing busi- 
ness. 


Court of Appeals 
Denies FTC Claim: 
Tobacco’s No Drug 


New York, May 14—The US. 


tributions to TV graphic arts di-| Moran & Hedekin, New York, to} court of appeals here has ruled 


rection.” 


ELTON ELECTED HEAD 
OF ARTISTS’ SOCIETY 

New York, May 14—Wallace W. 
Elton, v.p. and art director of J. 
Walter Thompson Co., was elected 
president of the National Society 
of Art Directors, meeting here to- 


| day. 


Other officers elected are Arthur 
Lougee, Ford Motors publications, 
Detroit, lst v.p.; William Miller, 
General Outdoor Advertising, Chi- 
cago, 2nd v.p., and Cecil Baum- 
garten, Green-Brodie Co., New 
York, reelected secretary-treasur- 
er. 
John E. Jamison, art director for 
J. M. Mathes Inc., was elected 
president of the Art Directors Club 
of New York, succeeding Roy W. 
Tillotson, Union Carbide & Carbon 
Corp., who becomes a member of 
the advisory board. 


'represent it nationally. 


RICHARD DE ROCHEMONT, film producer, 
will join J. Walter Thompson Co., New 
York, on June 1 as a vp. in radio and 
television. Long associated with “The March 
of =Time,” Mr. de Rochemont produced the 
Lincoln series for “Omnibus” last season. 


‘unanimously that tobacco is not a 
Pre thus upholding a USS. 
district court decision prohibiting 
the Federal 
from obtaining an _ injunction 
against the advertising of Liggett 
& Myers Tobacco Co. 

In a_ precedent-making com- 


plaint filed last October the FTC; 


sought a court injunction prior to 
any false advertising proceedings 
against the makers of Chester- 
field cigarets on the grounds that 
tobacco is a dangerous drug and 
that normal court’ procedure 
would result in dangerous delay 
(AA, Dec. 8, ’52). 

Federal Judge Irving R. Kauf- 
man of the district court dis- 
missed the complaint on the 
grounds that in the technical sense, 
cigarets are not within the statu- 
tory definition of a drug and that 
the FTC has not shown that affirm- 
ative claims of therapeutic use- 


Trade Commission | 


fulness are being made in the 


‘challenged advertising. 


s At the time of Judge Kaufman's 
dismissal, AA reported: “There 
seems to be no doubt that FTC 
'will press the injunction action to 
the Supreme Court if necessary.” 
The commission view seems to be 
'that if it cannot get quick action 
through injunction procedure un- 
der the present statute it will ask 
Congress for new legislation which 
will make it possible. 

In the meantime, FTC has is- 
sued a routine complaint of false 
advertising. No hearing date has 
been set. 


Goodrich Sues Firestone 


Over Tubeless Tires 

B. F. Goodrich Co., Akron, has 
filed a suit in the U. S. district 
court in Cleveland charging Fire- 
stone Tire & Rubber Co., Akron, 
with infringing patents in the 
manufacture and sale of tubeless 
tires for motor vehicles and air- 
craft. The suit asks that Firestone 
be enjoined against further in- 
fringement of the patents, and that 
Goodrich be awarded damages. 

_ Goodrich, inventor of tubeless 
—- announced the new tire in 
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Are you so busy counting 
pennies that you miss get- 
ting true value for your 
dollars? Under today's con- 
ditions we are all concerned 
with costs but when you 

buy engravings or electro- 
typing by price alone, you 
must sacrifice something— 
quality or service! 

Actually whether you use 
Pontiac's six service indi- 
vidually or collectively you 
get personal attention from 
a group of men, each of 
whom is a specialist in his 
field. And Pontiac’s 40 years 
nf experience assures you 

of top quality and true 

value for your money. 

You owe it to yourself to 
investigate our remarkable 
facilities—call or write. 


fy 
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Those Good Old 
Hiatus Blues 
Hit TV Nets 


(Continued from Page 2) 
will be televised at a new time— 
| Tuesdays at 10:30 p.m., EST. 

| Electric Companies Advertising 
Program will take a four-program 
(eight week) vacation from “You 
Are There,” which is slated to 
move into Mr. Murrow’s Sunday 
time spot in August. Prudential 
Insurance Co. of America becomes 
the alternate sponsor of this 
dramatization of top news events 
in September. 

“Crime Syndicated,” presented 
every other week by Schick, will 
go off for two summer months, 
leaving the network to program 
the time. 


s Judging by program selections 
to date, advertisers are showing 
little of the pioneering spirit. For 
summer fills, many of them are 
booking repeats of their own film 
shows, films somebody else has 
already sponsored or “live” tele- 
casts with a track record. 

There are, of course, exceptions. 
Comedian Larry Storch gets a big 
break as the substitute for the key 
Saturday night man on CBS, 
Jackie Gleason. Mr. G’s fall lineup 
includes Schick, Sheaffer Pen Co. 
and Nestle Co.; only Sheaffer is 
staying with the show during his 
10-week vacation. One of the sum- 
mer availabilities has been sold 
to Borden, the other to Purex 
Corp. 


# Nor is there anything makeshift 
about the pinch hitters for the 
hospitalized Arthur Godfrey. 
While Columbia’s top salesman is 
recuperating from a hip opera- 
tion, Garry Moore will emcee his 
“Talent Scouts” (Lipton) and 
various headline performers will 
spell him on “Godfrey & His 
Friends” (Chesterfield, Pillsbury 
and Toni Co.) on Wednesday 
nights. 

Replacement programs set to 
date: American Tobacco (for “Pri- 
vate Secretary”) probably starting 
June 21, “Your Play Time,” a film 
drama previously presented under 
local sponsorship on the West 
Coast; General Electric (for Fred 
Waring) starting June 28, “Gen- 
eral Electric Theater,” film drama, 
including re-runs of those aired 
this season; Bristol-Myers (for 
Ken Murray and Alan Young) 
starting June 28, “Arthur Murray 
Show.” 

Arthur Murray School of Danc- 
ing has been sponsoring these 
vaudeville stanzas, which feature 
Mrs. Murray, on DuMont. For this 
summer series, Bristol-Myers pays 
the time charges and Arthur Mur- 
ray reportedly absorbs most of the 
talent costs. Whether Messrs. Mur- 
ray and Young will be renewed 
for the fall by this sponsor is 
problematical at this time. 


® Other summer replacements: 

Chesterfield (for Perry Como, 
Bob Eberly and Helen O’Connell) 
with Ray Anthony’s band; Philip 
Morris (for “I Love Lucy”) start- 
ing June 22, “Racket Squad,” part | 
re-runs; General Foods (for Red 
Buttons) starting June 22, “Mas- 
querade Party,” a panel show; 
Westinghouse (for “Studio One’’) 
starting June 15, “Summer Thea- 
ter,” a more modestly priced dra- 
matic package. 

Also, Revlon and General Elec- 
tric (for Jane Froman’s “U.S.A. 


| Foods (for “Our Miss Brooks’) re- 
| peats; Colgate (for “Mr. and Mrs. 
|North”) may splice in with re- 
runs of old episodes, as will Car- 
‘nation and Goodrich (for “Burns & 
Allen’). 


# In the still-to-be-determined 
‘category at CBS are the R. J. 
‘Reynolds Tobacco Co. shows, 
whose “I’ve Got a Secret” may 
move into “Man Against Crime’s” 
Wednesday niche, while the mys- 
tery switches to Friday to replace 
“My Friend Irma.” Unless the 
sponsor has a change of heart, the 
latter probably will not be back 
for the cigaret maker for the 1953- 
54 season. 

Like CBS, American Broadcast- 
ing Co. will help pay the talent 
costs for nighttime sponsors who 
stick with their time periods this 
summer. ABC has not established 
a set formula for this program con- 
tribution, however; each case is 
being handled separately. A repre- 
sentative of the network said the 


of CBS. 
ABC’s most pressing concern 1s 
not vacation subs for shows on) 


ABC offer is competitive with that | 


JAMES H. COBB has been elected v.p. in 
charge of public relations and advertising 
for Delta-C&S Airlines, Atlanta, formed by 
the merger of Delta Air Lines and Chicago 
& Southern Air Lines. He was director of 
public relations and advertising for Delta. 
George £. Bounds, who was C&S public 
relations and advertising head, is now 
publicity and advertising director for the 
consolidated company. 


| set last year, by DeSoto-Plymouth. 
|Re-runs also are a possibility to 
give Joan Davis some rest from 


leave; this network is busy trying jer General Electric chores. Amer- | 


to build a strong schedule for fall | j.an Tobacco Co. will fill the “Hit 


and to sell the big names already | parade” spot with repeats of “Pri- | 


signed as a part of this drive. vate Secretary” shows already seen 


| or. CBS. 
a So far, three advertisers have 
announced plans for a hiatus— |, “Dragnet” 


Sterling Drug (“Homicide «yy Hero” (Philip Morris) will use 
Squad”); Thor ( Quick aS 4) some re-runs to help tide them ov- 
Flash”) and Mars (“Super Cir-| or the summer. Gulf Oil Co. will 
cus”). The latter’s 13-week vaca- replace “Life of Riley” with a live 


(Chesterfield) and 


tion period has been sold to Sun-| qramatic program starting the first | 


kist. 


: week in July. Gillette has booked 
Ironrite 


(“Hollywood Screen 39 minute sports newsreels as a 


(“Tootsie Hippodrome” and “TV | on 
Teen Club”) and Jacques Kreisler | 


(“Tales of Tomorrow”) all have cided what they will sponsor in the 


“Cavalcade of Sports.” 


Crosley and Speidel have not de- | 


put in cancelation notices. Monday 8 p.m., EDT, period when 


There will be eight-week sum-~ | +16 «paul Winchell-Jerry Mahoney 
mer replacement series for “Ozzie giow” bows off in June. Their 
and Harriet” (Hotpoint and Lam- | 


bert Pharmacal) and perhaps for nent if the program catches on, 


replacement has been selected yet. ‘self a new backer for the fall. 
At mid-week the sponsor lineup 
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by an expanded version of “All 
Star Revue.” 


8 Several of Caesar’s and Coca’s 
current sponsors, who only re- 
cently were given a fall price on 
the program, have not decided 
whether they will stay on this 
summer or return in the fall. Pru- 
dential, which has already bought 
a CBS show, is out of the bidding; 
Camel, which also has been making 
some other changes, is in the 
doubtful category. 

Lehn & Fink will be out of the 
NBC-TV Saturday night picture 


: for the summer, at least, having 
_ bought a spot campaign in about 


50 markets for Etiquet deodorant. 
Benrus is expected to stay on as 
a participating advertiser for the 
summer; other sponsors queried 
by AA had not made up their 
minds. 


® DuMont Television Network ex- 
pects to hold onto most of its reg- 
ular season shows throughout the 
vacation season. This network has 
no productions in the Milton Berle- 
J ackie Gleason price bracket, hence 
its sponsors have less inducement 
for lining up summer replace- 
ments. 

“Young People’s Church of the 
Air” begins a hiatus June 7. Bish- 
op Fulton J. Sheen wound up his 
TV season this week. His time has 
been sold to Toni (Weiss & Geller) 
for “Your Big Moment,” a 
warmed-over version of “Blind 
Date” with Melvyn Douglas. Bish- 
op Sheen returns, with his spon- 
sor, Admiral Corp., in the fall. 


CBS’ GROSS SOARS, 


_LED BY TV DIVISION 


Test”), Sweets Co. of America| stand-in for vacationing fighters. 


NEw York, May 12—Columbia 
Broadcasting System has reported 
a gross income of $76,454,815 for 
the first 13 weeks of 1953, com- 
pared with $61,379,090 for the 


Same period last year. 


summer choice could be a perma- . 
1 ; its domestic subsidiaries for the 
Walter Winchell (Gruen). Neither | ¢in¢@ Mr. Winchell has found him-| 


Net profits for the company and 


first quarter of this year amounted 


| to $2,404,935, against $1,522,796 for 
_the first quarter of 1952. 


. } 
® The blueprint for summer pro- on the warm weather replacement | 


gramming for National Broadcast- | for “Show of Shows” was far from 


point. NBC is offering no special headed by Hoagy Carmichael, will 
warm weather inducements to keep | move in when Sid Caesar and Imo- 
sponsors on throughout the vaca- | gene Coca begin their vacations 
tion season. June 6. Signed to a new contract 


As the situation now stands, the after weeks of protracted negotia- 


network can outdo the competition tions, Sid and Imogene will work | 
at singing the hiatus blues. Quite | three weeks out of four next sea- | 


a number of evening advertisers | son. The fourth week will be filled 
have notified NBC that they will | 


Coincidentally, the CBS-TV net- 
work reported one of the biggest 


TELL AND SELL YOuR STORY 
WITH GENUINE PHOTOGRAPHS 
8 x 10’s Post Cards Tip-ons 
Miniatures—Portfolios—Business Cards 
THE GROGAN PHOTO COMPANY 
1275 N. Bahls St., Danville, Ulinois 


CHICAGO OFFICE: 
122 S$. Michigan Ave., Phone WEbster 9-3219 


take a hiatus on their time spots | 
while their regular shows go on | 
vacation. 

Among them are Reynolds Met- | 
als Co., “Mr. Peepers,” July 12; 
“Voice of Firestone,” July 13 (may | 
reconsider and stay on during the | 
summer); “Armstrong Circle The- | 
ater,” May 26; Embassy cigarets, | 
“Embassy Club,” June 23; Sun-) 
beam, for “Ethel & Albert”; Bor- | 
den Co., “Treasury Men in Action,” | 
July 2; Buick and General Foods, 
Milton Berle and Bob Hope. Half. 
of this time for the summer has_ 
been sold to 5 Day Laboratories 
for “Break the Bank.” 

Procter & Gamble will give up: 
both its Sunday night time spots 
on NBC-TV during the summer. 
Red Skelton (7 p.m., EDT) and 
“The Doctor” (10 p.m., EDT) end 
their runs for the soap manufac- 
turer late next month. P&G will 
reclaim the time in the fall for 
Paul Winchell and Loretta Young. 


You can bet it’s lucky, even when we have to make it the 
hard way. Seven, to be explicit, is our postal permit number 
for bulk mailings, and it has spoken a bon voyage to many 
a top flight mailing program executed from brain child 


to coupon returns (we humbly admit) in our own shop. It’s 


s NBC sponsors who plan replace- 
ments for their fall and winter 
telecasts are taking their time at 
deciding what these will be. Col- 
gate is considering “The Big Pay- 


Canteen,”) probably Teresa Brew- | 
er and Mel Torme; Philip Morris | 


off” again as the filler for “Com- 


, buying a thing so simple. 
edy Hour.” Simoniz and American 


call 
HA 1-1000. 


S12 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


ig Og 


(for “My Little Margie”) expected ‘Cigar & Cigaret will present “Door- 

to use some repeats of the same| way to Danger,” a live mystery, 

film show; General Foods (for) when “Big Story” starts a summer 

“Mama”), “The Ghost Chaser,” a leave July 3. 

live drama which used to be titled | 
the “House of Mystery”; Generalof Groucho Marx, in the pattern 


done equally well for things which our brighter clients sub- 
mitted in the swaddling clothes of an idea and let us take 
from there. We can do just extra good printing, too, in case 
you need a lull in the headaches you sometimes incur in 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. « Bittersweet 86-1331 


There will be re-runs of the best . 
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sales weeks in its history with the 
signing of $4,750,000 in new busi- 
ness between April 22-28. This is 


a projected figure on annual bill-| 


Ad Group Makes 


ings. 

The upsurge in sales in April 
gave CBS the “business leader- 
ship among all networks,” accord- 
ing to William H. Hylan, v.p. in 
charge of sales for the video net- 
work. He said Columbia now has 
nearly a three-to-one leadership 
over the second network in day- 
time hours 
through Friday. 


= Sales listed in the summation 
of April signings included: 

Prudential Insurance Co. (via 
Calkins & Holden, Carlock, Mc- 
Clinton & Smith) as alternate- 
week sponsor for “You Are There” 
(this company has decided against 
renewal of NBC’s “Show 
Shows’’); Chrysler Corp. (Batten, 
Barton, Durstine & Osborn) for a 
30-minute dramatic program start- 
ing in July; General Electric Co. 
(Maxon Inc. and Young & Rubi- 
cam) for a new situation comedy 
starring Ray Milland, and Purex 
Corp. (Foote, Cone & Belding) as 
participating sponsor of the “Gar- 
ry Moore Show.” Prudential and 
GE begin in the fall. 


Crow Publications Names Two 

Nelson R. Crow Publications 
Inc., Los Angeles, has promoted 
Herman C. Schimpff, advertising 
manager, to director of sales for 
Western Livestock Journal, West- 
ern Dairy Journal and Farm Man- 
agement. Don L. Wonacott has 
been promoted to advertising man- 
ager. 


Valley Bank Promotes 2 

G. E. Arnold, publicity director 
for Valley National Bank, with 
headquarters in Phoenix, Ariz., 
has been promoted to publicity 
and public relations director. Mert 
Reade, in the bank’s publicity de- 
partment since 1951, has been pro- 
moted to advertising director, a 
new post. 


Superior Shirts 
Broadcloth-Oxford 


Five Dollars 


Keep 
Keep Shirt Co. 
5 East 44th St., NYC 


Public Utility 


Annual Awards 


(Continued from Page 2) 
utilities with 400,000 or more me- 


ters; Group B is for those with 


sponsored, Monday | 


| tric Co., Cincinnati; 
of | 


Co., 


| Gas, 
| Baltimore; 


| & Light Co., 


more than 150,000 but less than 
400,000, and Group C is for those 
with fewer than 150,000 meters. 
First, second and third place 
awards were made in each group. 
Here is the complete list of win- 
ners: 


CLASSIFICATION 1—Complete pro- 
grams. Group A—Cincinnati Gas & Elec- 
Pacific Gas & Elec- 
San Francisco; Boston Edison 
Boston. Greup B—Wisconsin Elec- 
Power Co., Milwaukee; 


tric Co., 


tric 


‘no, Gimbels tells the world! 


Carolina , 


Power & Light Co., Raleigh; Indianapolis | 


Power & Light Co., 


Indianapolis. Group. 


C—Tampa Electric Co.; Hawaiian Electric | 
Co., Honolulu; Iowa Electric Light Co., | 


Cedar Rapids. 


CLASSIFICATION 2—Series of three- 
five newspaper ads on a PR subject. 
Group A—Philadelphia_ Electric Co.; 
Southern California Gas Co., Los Angeles; 
Ohio Fuel Gas Co., Columbus. Group B— 
Arizona Public Service Co., Phoenix; 
Houston Lighting & Power Co.; Montana 
Power Co., Butte. Group C—Mississippi 
Valley Gas Co., Jackson; Hawaiian Elec- 
tric Co., Honolulu; Citizens Gas & Coke 
Utility, Indianapolis. 


CLASSIFICATION 3—Single newspaper 
ad on any subject. Group A—Northern 
States Power Co., Minneapolis; Consoli- 
dated Edison Co. of New York; Union 
Electric Co. of Missouri, St. Louis. Group 
B—Wisconsin Power & Light Co., Madi- 
son; Jersey Central Power & Light Co., 
Asbury Park; Texas Electric Service Co., 
Fort Worth. Group C—Pacific Power & 
Light Co., Portland; Seattle Gas Co.; 
Central Hudson Gas & Electric Corp., 
Poughkeepsie, N. Y. 


CLASSIFICATION 4—Employe maga- 
zines Group A—Detroit Edison Co.; East 
Ohio Gas Co., Cleveland; People’s Gas 
Light & Coke Co., Chicago. Group B— 
United Illuminating Co., New Haven; 
Shawinigan Water & Power Co., Montre- 
al; Utah Power & Light Co., Salt Lake 
City. Group C—Hartford Electric Light 
Co.; Washington Water Power Co., Spo- 
kane; Citizens Gas & Coke Utility, Indi- 
anapolis. 

CLASSIFICATION 5—Employe newspa- 
pers. Group A—Consumer Power Co., 
Jackson, Mich.; Georgia Power Co., At- 
lanta; Southern California Gas Co., Los 
Angeles. Group B—Arizona Public Serv- 
ice Co., Phoenix; Texas Electric Service 
Co., Fort Worth; Shawinigan Water & 
Power Co., Montreal. 


CLASSIFICATION 6—Any series of di- 
rect mail pieces. Group A-—Consolidated 
Electric Light & Power Co. of 
Detroit Edison Co.; Boston 
Edison Co. Group B—British Columbian 
Electric Co., Vancouver; Negea Service 
Corp., Cambridge, Mass.; Dallas Power 
& Light Co. Group C—Portland Gas & 
Coke Co., Portland, Ore.; Pacific Power 
Portland, Ore.; Weymouth 
Light & Power Co., East Weymouth, 
Mass. 

CLASSIFICATION 


7—Any booklet, 


pamphlet or other single piece distributed | 


to customers. Group A—Cincinnati Gas & 
Electric Co.; Detroit Edison Co.; 


Public | 
Service Electric & Gas Co., Newark, N. J. Co., 


does Gimbels tell Macy's? 


Gienboels inn’ just telling Macy's (they tnow it elresc be! i * 
(that comete corner of the world which hasn't heard, that the 

store flower show in ol the world is happening in mirocie coary 34 Street 
(ot a block from Gumbel: doors) Nebedy but sebedy oo Gombe) 6 
we first saw Macy + ods we rened heavy. competitive eyebrow over a 
pet tive eye At the strobe of 9:45 Mondey Girnbeh: bg bra marched to Me 


9 the world 
> 


whiden'. competitive step. Have we seen Gimbol big «heels vnce? N . 
Me. Ow Mr. € wen st repo’ ted up te his neck im anemones ue oopng 
t y of the valley. our Miss F we Seats ts too bane 
te permet! wa penerpnes Ge testes Ragesies noel tele 


5 the greatest miracle to b+ oe . 4h 

eet and moracios [and Gumbel: and Macy's) were verted Cinch tol tive Vor 

that the competitive ypir't (for the moment) can go hong Gimbels telh the world thet it's 
+ plein willy df it doew t get to Macys for the qrestest flower thew 4th Street hes 


ever bnownl 

GIMBELS TELLS—New York’s Gimbel Bros. 
got off a new twist in this ad in the Daily 
News expressing its open admiration and 
envy for Macy’s flower show, “the greatest 


miracle to hit 34th St. since 34th St. was 
invented.” 


Group B-—-Dayton Power & Light Co.; 
New Orleans Public Service Inc.; Kansas 
City Power & Light Co., Kansas City, 
Mo. Group C—Washington Water Power 
Co., Spokane; Manufacturers Light & 
Heat Co., Pittsburgh; Hartford Electric 
Light Co., Hartford, Conn. 
CLASSIFICATION 8—Printed material 
used in dealer promotion on any subject. 
Group A—East Ohio Gas Co., Cleveland; 
Boston Edison Co.; Philadelphia Electric 
Co. Group B—New Orleans Public Serv- 
ice Inc.; Dallas Power & Light Co.; Roch- 
ester Gas & Electric Co., Rochester, N. Y. 
Group C—Central Hudson Gas & Elec- 
tric Corp., Poughkeepsie; United Fuel Gas 
Co., Charleston, W. Va., Delaware Power 
& Light Co., Wilmington. 
CLASSIFICATION 9—Special employe 
literature other than house organ. Group 
A—Consolidated Edison Co. of New York; 
Consumers Power Co., Jackson, Mich. 
New York State Electric & Gas Corp., 
Binghamton. Group B—Utah Power & 
Light Co., Salt Lake City; Southwestern 
Gas & Electric Co., Shreveport; Florida 
Power & Light Co., Miami. Greup C— 
Saskatchewan Power Co., Regina, Sask.; 
Washington Water Power Co., Spokane; 
Interstate Power Co., Dubuque. 
CLASSIFICATION 10—Window  dis- 
plays. Group A—Cincinnati Gas & Elec- 
tric Co.; East Ohio Gas Co., Cleveland; 
Virginia Electric & Power Co., Richmond, 
Group B—Southwestern Public Service 
Co., Amarillo, Tex.; Wisconsin Electric 
Power Co., Milwaukee; New Orleans Pub- 


CLASSIFICATION 12—Car & bus cards 
and truck posters. Greup A—Union Elec- 
tric Co. of Missouri, St. Louis; Natural 
Gas Co., Pittsburgh; East Ohio Gas Co.,| 
Cleveland. Group B-—Toledo Edison Co.; 
Milwaukee Gas Light Co.; Metropolitan 
Edison Co., Reading, Pa. Group C—Port- 
land Gas & Coke Co., Portland, Ore.; | 
Indiana Gas & Water Co., Indianapolis; | 
Chattanooga Gas Co. | 
CLASSIFICATION 13—Outdoor adver-— 
tising. Greup A—Public Service Co. of 
Northern Illinois, Chicago; Northern) 
States Power Co., Minneapolis; Public 
Service Electric & Gas Co., Newark, N. J. 
Group B—Laclede Gas Co., St. Louis; | 
Narragansett Electric Co., Providence; | 
Atlantic City Electric Co. Group C—) 
Chattanooga Gas Co.; Hartford Electric | 
Light Co.; Winnipeg Electric Co., Winni- 
peg, Man. 

CLASSIFICATION 14—Annual report to 
stockholders. Group A—Niagara Mohawk 
Power Corp., Syracuse; Consolidated Edi- | 
son Co. of New York; Wisconsin Electric 
Power Co., Milwaukee. Group B—Con- 
necticut Light & Power Co., Hartford; 
Kansas Power & Light Co., Topeka; San 
Diego Gas & Electric Co. Greup C—Min- 
nesota Power & Light Co., Duluth; Iowa 
Electric Light & Power Co., Cedar Rap- 
ids; Central Hudson Gas & Electric Corp., 
Poughkeepsie. 

CLASSIFICATION 15—Radio advertis- 
ing (for all), East Ohio Gas Co., Cleve- 
land; Laclede Gas Co., St. Louis; Wash- 
ington Water Power Co., Spokane. 

CLASSIFICATION 16—Motion pictures 
(for all}. Columbia Gas System Inc., New 
York; Southern California Gas Co., Los 
Angeles; Citizens Gas & Coke Utility, 
Indianapolis. 

CLASSIFICATION 17—Television. Ohio 
Fuel Gas Co., Columbus; East Ohio Gas 
Co., Cleveland; Atlanta Gas Light Co. 

CLASSIFICATION A--Special for elec- 
tric companies—single newspaper ad pro- 
moting use of electricity. Greup A— 
Commonwealth Edison Co., Chicago; | 
Union Electric Co. of Missouri, St. Louis; | 
Public Service Electric & Gas Co., New-| 
ark, N. J. Group B—Florida Power & | 
Light Co., Miami; Wisconsin Electric 
Power Co., Milwaukee; Arizona Public 
Service Co., Phoenix. Group C—Hawaiian 
Electric Co., Honolulu; Lowell Electric 
Light Corp., Lowell, Mass.; Pacific Pow- 
er & Light Co., Portland, Ore. 

CLASSIFICATION B—Electric compa- 
nies—single newspaper ad selling electri- 
cal merchandise. Group A—Common- 
wealth Edison Co., Chicago; Northern 
States Power Co., Minneapolis; New York 
State Electric & Gas Corp., Binghamton. 


Group B—Narragansett Electric Co., 
Providence; Indianapolis Power & Light 
Co.; Connecticut Light and Power Co., 


Hartford. Group C-——Malden Electric Co., 
Malden, Mass.; Patchogue Electric Light 
Co., Patchogue, N. Y.; Washington Water 
Power Co., Spokane. 

CLASSIFICATION C—Gas companies— 
single newspaper ad promoting use of 
gas. Group A—Southern California Gas 


| Co., Amarillo, Tex.; 


| Houston 


75 


Co., Los Angeles; Brooklyn Union Gas 
Co.; Lone Star Gas Co., Dallas. Group B— 
Peoples Natural Gas Co., Pittsburgh; 
Houston Natural Gas System; Milwaukee 
Gas Light Co. Group C-——Arkansas-Louisi- 
ana Gas Co., Shreveport; Amarillo Gas 
Hartford Gas Co. 

CLASSIFICATION D-—-Gas companies— 
single newspaper ad selling gas merchan- 
dise. Group A—Brooklyn Union Gas Co.; 
Southern California Gas Co., Los Angeles; 
Philadelphia Gas Works Co. Group B— 
Equitable Gas Co., Pittsburgh; Arizona 
Public Service Co., Phoenix; Kansas Pow- 
er & Light Co., Topeka. Group C-—Port- 
land Gas & Coke Co., Portland, Ore.; 
Chattanooga Gas Co.; Newport Gas Light 
Co., Newport, R. L 

CLASSIFICATION E—Transportation 
companies—single ad on any subject. 
Transit Co.; Tampa _ Transit 
Lines; Amarillo Bus Co. 


NO. | 


DAY-JEWISH JOURNAL 
- [Is The Most 

Potent Force in Jewish- 
American Journalism 


READER INFLUENCE: It combines 
the editorial power and wide 
range of features formerly di- 
vided between the two great 
Jewish newspapers that are now 
merged under The Day-Jewish 
Journal masthead. 


ADVERTISING INFLUENCE: Its 
greater circulation is concen- 
trated in homes of the nation’s 
biggest-per-capita buyers of 
food, drug and household prod- 
ucts—of appliances, radios, TV 
sets, autos, etc. . 


Our National Advertising Representative 
Joseph Jacobs Organization 


1 East 42nd Street, New York 17, N.Y. 
MUrray Hill 7-6234 


lic Service Inc. Group C-——Pennsylvania 


Power Co., New Castle; Delaware Power | 


& Light Co., Wilmington; St. Joseph 
Light & Power Co., St. Joseph, Mo. 
CLASSIFICATION 11--Interior displays. 
Group A—Cincinnati Gas & Electric Co.; 
Cleveland Electric Illuminating Co.; New 
York State Electric & Gas Co., Bingham- 
ton. Group B—Central Maine Power Co., 
Augusta; Kansas Power & Light Co., 


Topeka; Indianapolis Power & Light Co. | 
—Washington Water Power Co.,| 
Light & Heat) 


Group C 
Spokane; Manufacturers 


Pittsburgh; Chattanooga Gas Co. 


28 No. Ist AVE. 


WIPSON 


POSTER CO. 


W. DULUTH, MINN. - 


2-7053 


PUBLISHED BY ¥ CAPPER PUBLICATIONS LARGEST AGRICULTURAL P PRESS IN THe WORLD 
Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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Duane Jones Wins Second Court Test 
‘Class B stock in the hands of em- | that plaintiff could discharge its 


(Continued from Page 48) 
Plaintiff corporation is an ad- 
vertising agency dominated and 
controlled throughout the period 


here in question by one Duane 


Jones, for many years its president 


and in this period up to Aug. 7,| 
Se eee of of plaintiff; defendant Burke is 


1951, its chairman, thereafter 


again its president, owning all of) 


its controlling stock except some 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers and 
Bogesines ublished 

out the ¢ try. 
Write for booklet 


(7)! PRESS CLIPPING BUREAU 


not to compete with plaintiff on 
termination of the relationship; 
ployes. employes at will and they were 
| free to leave at will and thereafter 
® Defendant Manhattan Soap Co., solicit plaintiff's accounts, and that 
a corporation engaged in the sale was the way plaintiff itself got 
of soap and soap products, was for started in business. Of the nine 
some years a customer or account neither Burke, Hayes or Gill ever 
_ became associated with defendant 
treasurer of Manhattan Soap.) Scheideler Inc.; the jury properly 
Scheideler Inc. is a corporation, | exonerated Gill and Manhattan, 
also an advertising agency, 

ganized by Scheideler, Beck and and Burke. 

Werner, three of the defendants- | 


appellants on Aug. 23, 1951, and | s In the two causes of action at 


offered so to purchase that in-| 
terest and on July 6, 1951, Jones is- 
sued a written statement addressed 
“To the Staff” that: “Effective 
immediately and in the best in-. 
terests of all concerned” he was re-_ 
tiring from “this agency” and Ro- 
bert Hayes would “acquaint every- 
one with further details’; and he) 
ended with “best of luck and fair 


‘thereafter efforts to arrive at’ 
terest finally broke down on or 
about Aug. 6, 1951; that on Aug. 7, | 
1951, all of the defendants who 


Advertising Age, May 18, 1953 


JonesIsJubilant; | 
Scheideler Says He 
Will Appeal Ruling 


(Continued from Page 1) 
collapse of the Jones complaint. 
“The liability of these two is 
indispensable to the maintenance 


|winds and following seas”; that | of the case,” he said, adding that 


now “there can be no basis of lia- 


or- | but inconsistently held in Hayes |a definite figure for Jones’ in-| bility as against any of the remain- 


ing defendants.” 
Milton Pollack, trial attorney for 
Mr. Jones, who was asked by AA 


commencing business on Sept. 10,| law, the first and fourth, that alone were either plaintiff's officers or| to comment, said the liability of 


1951, and recipient thereafter of were here tried, plaintiff sues de- 


directors resigned as such, though | 


Messrs. Burke and Hayes was not 


eight of the accounts formerly fendants for damages to plaintiff they stayed on as employes at)|indispensable, and had no bearing 


serviced by plaintiff. 


alleged to be caused by defendants’ 
Undisputed are the facts: that at. 


violation of fiduciary duty in a 


the times in question plaintiff had successful conspiracy wrongfully 
no binding contracts for any defi-| to take from plaintiff its custom- 


nite time with any of its customers; 
that the customers could leave at 
will and plaintiff refuse to serve 
them at will; that there were no 
contracts for any definite time 
with any of the employes or of- 
ficers and no negative covenants 
were made by plaintiff’s employes 


ers and employes while in plain- 
tiff’s employ and thus deliberately 
ruin plaintiff’s business. 
Defendants established that for 
some time it had been Jones’ in- 
tention to permit key employes to 
purchase his interest and he would 
retire; that on July 5, 1951, they 


plaintiff’s request and for its ac- 
commodation for various periods as 
employes to wind up (except that 
defendant Hulshizer remained in 
a nominal capacity as an officer 
and director at Jones’ request to 
give him a quorum but did not 
vote); that Manhattan Soap Co. 
retired as a customer of plaintiff 
on Aug. 8, 1951, to take effect “at 
the earliest possible moment”; that 


;on said date Jones wrote Burke 


(ho tide oat 


More and more manufacturers are specifying 
Kromekore” Colorcast Box Wrap for their packaged 
products because they recognize that an attractive, 
eye-compelling appearance is basic to effective 


merchandising. Your product, too, can gain in 


Colorcast Box Wrap. Available in a variety of colors. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


o ae a 


TRADE-MARK 


Whatever Your Paper Problem . . 
It's a Challenge to Champion! 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


THE Kromekote” LINE 


INCLUDES COVER ° 


ENAMEL ° 


POSTCARD ° 


LABEL ° 


BOX WRAP 


on the liability of other defendants. 
The outcome of the case, he said, 
“is a vindication of the principles 
of loyalty that business demands 
for its very existence. We feel the 
decision as to Burke and Hayes 
will be reversed and the verdict 
| against them reinstated on appeal” 
to the court of appeals. 


| Stating he wished to part company 
'with him and his Manhattan Soap 
Co. “at the earliest time that can 
be set’’; that on Sept. 1, 1951, Jones 
asked all plaintiff's accounts to 
|take their business out of the 
agency and thereafter eight ac- 
|counts retired and in September 
-and subsequent months in 1951 
| went with defendant Scheideler 
|Ine.; and finally that on Sept. 27, 
1951, Duane Jones carried a large 
advertisement in the New York 
Times stating there had been a 
|great deal of speculation about 
his plans whether he was going to 
continue in the agency business 
'and now he was ready to give his 
answer, “Emphatically Yes’; and 
|he then stated it was not fair to 
, ask clients to stay with him during 
|“‘my period of indecision’; and “I 
| therefore resigned all Duane Jones 
,accounts—unprecedented, so far as 
I know.” 


| 

|@ In a letter dated Aug. 24, 1951, 
|to Jones as plaintiff’s then presi- 
ident, Scheideler stated that after 
| Jones requested his resignation “he 
| has been working in his own spare 
time in organizing a new agency” 
‘which will open for business on 
| Sept. 10; that a number of plain- 
tiff’s clients “have been invited to 
join the new agency and also 
plaintiff’s personnel” and many in 
both categories “have already giv- 
/en favorable approval.” 

That letter and other evidence 
indicates that Scheideler was not 
surreptitiously engaged in fraud 
but frankly told Jones, in view of 
the severance of their relations, 
what he and the others were doing. 

The charge in the complaint that 
Jones was falsely and maliciously 
|defamed as to his personal habits 
| and their effect on the business 
was not sustained. The contrary 
| was shown without any effective 
contradiction. 


|# It is unnecessary for us to dis- 
{cuss errors in the trial or the 
charge which would in our opin- 
‘ion in any event require reversal, 
as we have reached the conclusion 
on the whole record that the judg- 
ment appealed from should be re- 
versed and the complaint dis- 
missed. In the light of the unique 
| and exceptional state of facts dis- 
‘closed, to sustain this verdict 
|against appellants would result 
in substantial injustice and the ex- 
/altation of form over substance. 
The line of application of fidu- 
_ciary duty must be reasonably 
|drawn. There is a recognized rule 
as to the fiduciary duty of part- 
jners to each other which duty is 
at least as rigorous as the duty of 
any employe to his employer. It is 
an established rule that the fiduci- 
|ary duty one partner owes to the 
‘other may cease even before ac- 
tual or technical dissolution or 
termination of all relations when 
‘notice has been given and the 
_parties understand and intend that 
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the firm shall be dissolved though 
the partners continue to attend to 
winding up partnership affairs and 
attempting to agree on a distribu- 
tion of assets. That rule has been 
recognized by this court in Bayer 
v. Bayer [and in other cases]. 


® In each case in which there is. 
a claim of breach of fiduciary duty, | 
the justifiability of defendants’ 
conduct varies with the relations of. 
the parties, the benefits sought, 
the means employed and whether. 
there is any element of breach of | 
contract, or fraud. 

In this case, in the light of the 
relation of the parties and their 
customers, the absence of con- 
tract or proved fraud, the clear 
understanding indicated by all the 
facts hereinabove recited that the 
parties were terminating their re- 
lations at least as early as Aug. 7, 
1951, if not as early as July 5, 1951, 
and all involved knew it, the fail- 
ure to show that defendants had 
enticed employes by fraud or mis- 
representation from plaintiff’s em- 
ployment, the absence of malice, 
and of what has been called “dis-— 
interested malevolence,” the lawful 
protection of defendants’ liveli- 
hood—we think, plaintiff failed 
to establish actionable wrong to 
support this verdict against the 
several defendants. [Four case ci- 
tations are given here.}] We re- 
strict our ruling to the peculiar 
state of facts in this record. 

Accordingly, we dissent in part 
and vote to reverse the judgment 
appealed from and to dismiss as 
to all defendants. 


the sources of American freedom. 


_ 


j 


| 
| 
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MICHAEL J. BATENBURG, manager of paint. 
advertising for Pittsburgh Plate Glass Co. 
for the past six years, has been named. 
general ad manager under Guy Berghoff, | 
director of public relations and advertis-| 
ing for the company. Richard W. Dittmer, | 
formerly head of glass advertising and sales | 
promotion, has been named assistant direc- 
tor of public relations. 


American Heritage Elects 
Henry Ford II Chairman 


Henry Ford II, president of 
Ford Motor Co., has been elected 
chairman of American Heritage 
Foundation, succeeding Winthrop 
W. Aldrich, now ambassador to 
Great Britain. Thomas D’Arcy| 
Brophy continues as president of 
the non-profit organization cre- 
ated six years ago to strengthen 


Becomes McMains & Melton 
McMains Inc., Dallas agency, | 

has changed its name to McMains | 

& Melton. 


Westinghouse Will Sp 


Televise 19 Professional Football Games 


end $1,347,000 to 


‘New York Journal-American’ Plans Rate Increases 


-per-copy price before Aug. 17, 1954. 


| lishing closer liaison between the commission and leaders of advertis- 


News Flashes 
Pratt Leaving C. ]. LaRoche; Plans Not Announced 


New York, May 15—E. S. Pratt, account executive on Hiram Walker 
& Sons for C. J. LaRoche & Co., is leaving the agency. Mr. Pratt, who 
will announce his plans later, said the change would not affect the 
Walker account. 


New York, May 15—The New York Journal-American today an- 
nounced a rate increase, effective Aug. 17. The new daily flat rate will 
be $1.80 a line (a boost of 10¢), and the new Sunday flat rate will be 
$2 (an increase of 5¢). Advertisers were also informed that the in-| 
creases would be cancelled if the paper “finds it possible” to boost the 


Deering, Milliken Slates Fall Drive for Lorett 


New York, May 15—A full-color spread in the August 3 Life will 
open a fall campaign for Deering, Milliken & Co.’s Lorett fabric. Full- 
color pages will run in August in Charm, Glamour, Harper’s Bazaar, 
Ladies’ Home Journal, Mademoiselle, Parents’ Magazine, Seventeen, 
Vogue, and Woman’s Day. In September, except for Woman’s Day, 
full-color pages will be repeated in all, plus Good Housekeeping, Mc- 
Call’s, Simplicity Pattern Book and Vogue Pattern Book. Amos Parrish 
& Co. is handling. 


Chavez Joins David Doniger; Other Late News 


e Gabriel S. Chavez, formerly with Chester H. Roth Co., has joined 
David D. Doniger & Co., New York, as director of foreign sales, a new 
position. The appointment is in line with plans by the maker of Mc- | 
Gregor sportwear to strengthen and expand its export division. 


e Representatives of the ANA and Four A’s met with the Federal 
Trade Commission in Washington Friday to consider ways of estab- 


ing. Following the meeting FTC said it was understood that the re- 
lationship can only be consultative and advisory. ‘The representatives 
of advertising cannot be a party to the actual formation or enforcement 
of FTC decisions.” The plan calls for meetings at 45-day intervals to 
enable the commission and the industry to exchange points of view. 


e Street & Smith Publications, New York, has appointed Robert E. 
Park, formerly advertising manager of Mademoiselle, to the new post 
of advertising director. No replacement has been named for Mr. Clarke, 
who has been with Street & Smith since 1938. 


e Louis Hausman, administrative v.p. of CBS Radio, will transfer to 
another division of Columbia Broadcasting System, New York, in a 
few days. An executive with the network for several years, Mr. Haus- 


| DONALD S. MANCHESTER, formerly senior 


v.p. and account group supervisor for Dan- 

cer-Fitzgerald-Sample, New York, has been 

named a v.p. and head of the Chicago of- 
fice of Campbell-Mithun. 


CBS Glows as New 
TV Business Flows 


in for Fall Season 


New York, May 15—The cash 
registers continued to hum pleas- 
antly this week at CBS television. 

Rumors that the Ford Founda- 
tion-produced “Omnibus” might 
be lured to another network in the 
fall were put to rest with the sign- 
ing of the first new sponsor for 
the 1953-54 season. The new spon- 
sor ts an old one for “Omnibus,” 
American Machine & Foundry Co. 
(Fletcher D. Richards Inc.). 

The 90-minute “Something-for- 
Everybody” show will be televised 
a half hour later—starting at 5 
p.m., EST—when it returns to 
CBS in October. 

Robert Saudek, director of the 
foundation's TV-radio workshop, 
said only three advertisers will be 
accepted for “Omnibus” for the 


PHILADELPHIA, May 14—West-| To help simplify a complicated 


inghouse Electric Corp. will spend schedule rearrangement, many | 


$1,347,000 to sponsor telecasts of teams will move Sunday games 
National Football League profes- | back to Saturday. The final sched- 


new series. Last season—the show’s 
first-—there were five participating 
sponsors, 


'man has been given a v.p. post at CBS Columbia, the broadcasting 
company’s manufacturing subsidiary. 


e Alan T. Wolcott, manager of media services, and Richard E. Forbes, 


sional games on the DuMont net- 
work next fall. 

Westinghouse will sponsor tele-| 
casts over 65 or more TV stations 


ule has not been evolved. Sunday 


on Dec. 13. 
The pro football program was Wolcott will head the department's media planning consulting service, 


arranged through Ketchum, Mac- 
Leod & Grove, Pittsburgh, for 


from coast to coast. Virtually 
every section of the country is 
scheduled to view an average of , Westinghouse. 

one-and-one-half games each| Mtr. Bell, referring to the anti- 
weekend. Tentatively, there will|trust suit against the NFL, said 
be ten Sunday afternoon games, this arrangement bears out the 
two Saturday afternoon games | league’s desire to get pro football | 
and seven Saturday night games|into as many TV homes as pos- 
telecast during the ten-week sea-|Sible. A decision on the govern- 
son. The afternoon games will be|Ment’s suit against the league is 
scheduled after the college season | expected some time in June. 

is finished. 


To the 45 areas which up to General Motors and 


and Mr. Forbes will direct its creative development consulting service. 


e National Steel Construction Co., Logansport, Ind., and its affiliate, 
Continental Water Heater Co., Los Angeles, have appointed Christo- 
pher, Williams & Bridges, Chicago, to handle advertising of their water 
heaters and room air conditioners. Carson-Roberts, Los Angeles, is the 
former agency. Business publications and magazines will be used. 


iTV, Atlanta; WBZ-TV, Boston; 


Vitapix Expands; WIS-TV, Columbia, S. C.; WHIO- 
TV, Dayton; WDSU-TV, New Or- 


Lays Plans for 40 leans, and WPIX, New York. 
Member TV Stations -@ The kickoff for Vitapix’ ex- 


now have not been able to see| 
professional football televised, 
Westinghouse will bring Sunday 
afternoon games. In the 20 to 25 
cities where local sponsors already 
sponsor away games, Westing- 
house will provide regular Satur- 
day night or afternoon games. 


s Bert Bell, NFL commissioner, 
said that the Westinghouse con- 
tract is with DuMont, and that | 
individual teams then draw up 
their own contracts with DuMont. 
The league, he said, will not ben- 
efit financially in any way. He 


NBC Sign Up Again 


Hottywoop, May 14—Vitapix 
Corp., which began operations last 
year (AA, Nov. 17, °52) as a sta-| 
tion-owned TV film distributing | 
syndicate, has been reorganized 
with an eye toward nationwide ex- 
pansion of operations. 

Under the new setup, realized at 


for College Football 


(Continued from Page 1) 


The sponsor will negotiate direct- 
ly with the individual colleges for 
TV rights. The series will start ; 
Sept. 19 and continue through Dec. the National Assn. of Radio & Tele- 
5. vision Broadcasters convention 

As now interpreted the NCAA| three weeks ago, Frank E. Mullen, 
blueprint makes no_ territorial| former NBC executive v.p., be- 
limitations on the size of the net-|C°Mes president of Vitapix, while 
work. John E. Fetzer, president of 

It is, of course, too early to indi- | WKZO-TV, Kalamazoo, and head 
of the NARTB’s TV code review 


panded activities will be a meet- 
ing of stockholders and directors | 
scheduled for June 3 in Chicago. | 

At present, its main operation is 
to buy films and TV production 


advertising and sales promotion supervisor for GE refrigerators and| ® Columbia made a_ successful 
‘games begin on Oct. 11 and end/ freezers, have been appointed consultants to General Electric Co.’s|pitch to a Gillette competitor, 
‘advertising and sales promotion services departments, New York. Mr. Schick (Kudner Agency), for 


sponsorship of the Preakness and 
the Belmont stakes on radio and 
TV on behalf of Schick electric 
shavers. Gillette balked at the 
starting gate on these races this 
year when the video fees were 
hiked and bought a horse race 
package of events from New York 


‘tracks from NBC-TV. 


Other new business at CBS-TV: 
Willys Motors Corp. (Ewell & 
Thurber Associates) bought a dra- 
matic series, “Tales of The City,” 
written by Ben Hecht. Starting 
June 25, the drama will alternate 
with Singer’s “Four Star Play- 
house” in the Thursday 8:30 p.m., 
EDT, spot. Singer has bought this 
time on an every week basis in the 


| fall. 


aids and then distribute them to 
member stations (and others). | With “I’ve Got a Secret’ shift- 
_ However, the firm is also geared | 1ng to Camel sponsorship, Toni has 
‘for production, through stockhold- | Signed a new audience participa- 
‘er William F. Broidy’s firm. As tion show, “Place the Face,” for 
Board Chairman Fetzer put it, Vi- alternate week telecasting. The 
tapix Corp. “is looking forward to| time remains the same, Thursdays 
|a vital role in the development of @t 10:30 p.m. EDT. 
television affairs.” | Meanwhile, American Broad- 
Other Vitapix officers besides | casting Co. has signed Brown & 
those mentioned include Robert H. | Williamson Tobacco Corp. as spon- 
Wormhoudt, former Vitapix presi- | S0r of the TV adjacency to Walter 


said the league is not placing any | Cate how many stations will be in- 
restrictions, not fixing any prices |Cluded in the football TV hookup, | 


| board, was named to the new post! 


dent, who was elected executive | 


for rights or pick-ups, nor is it | 
placing any limitations on the) 
contracts. He added that it will) 
probably help some of the clubs | 
financially and “will build fans.” | 

He said Westinghouse will have | 
to abide by the 75-mile limit and 
local contracts that teams have, 
with local sponsors. This does not | 
involve radio coverage in any} 
way; radio rights and pick-ups 
will be handled individually by 
the teams. 


s All commercials will be live, 
and will be handled by Betty 
Furness, J. M. McKibbins, v.p. of 
consumer products for Westing- 
house, said. This will mean that 
frequently Miss Furness will be 
doing two shows a weekend. 


but Kudner Agency said General | °f chairman of the board. 
Motors wants to buy everything 
they can get for the series. # At the same time, the coopera- 

General Motors also will have) tive film syndicate extended invi- 
first crack at other games which | tations to buy stock to around 20 
may qualify for local TV coverage | television stations in al! parts of 
under the NCAA formula. These | the country, and announced plans 
include sell-out games, small col- fr Stock participation by key TV 
lege contests and others the assoc- | Stations in 40 U. S. markets. 
iation’s TV committee feels wil] Present Vitapix stockholders in- 
not do “appreciable damage” to clude William F. Broidy, head of 
“sister institutions playing at the William F. Broidy Productions, 
same time in the telecasting area.”| Hollywood; Don G. Campbell, 
owner of D. C. Electric Co., Hol- 
lywood film equipment supplier; 
Dow, Lohnes & Albertson, Wash- 
ington law firm specializing in ra- 
dio and TV; Fetzer Broadcasting 
Co., and RadiOhio Inc., owner of 
WBNS-TV, Columbus. 

Stations which have said they 


‘Lite’ Names Hallenbeck 


John Hallenbeck, business man- 
ager of Life for the past five years, 
has been promoted to circulation 
manager of the magazine, a new 
post. Arthur Keylor, assistant bus- 
iness manager, now becomes busi- 
ness manager. 


intend to buy stock include WSB-. 


v.p.; William F. Broidy, reelected | 
|v.p.; Don G. Campbell, reelected | 
treasurer, and Horace L. Lohnes, of 
Dow, Lohnes & Albertson, re- 
elected secretary. 


Winchell. Bert Lytell will emcee 
the 15-minute program—to be 
titled “The Orchid Room”—which 
will start May 24 at 6:45 p.m., 
EDT. This will be the first TV 
network show for Viceroy, which 


made the complete switch to king- 


s The newly elected board con- 
sists of Mr. Fetzer, Mr. Lohnes and 
Mr. Mullen, plus J. E. Baudino, 
executive v.p. of Westinghouse Ra- 
dio Stations Inc. (WBZ-TV, Bos- 
ton); R. A. Borel, general manager 
of WBNS-TV, Columbus, O., and 
C. Howard Lane, president, 
KOIN, Portland, Ore., and KJR, 
Seattle, and part owner of KFBI, 
Wichita; J. Leonard Reinsch 
(WSB-TV, Atlanta, and WHIO- 
TV, Dayton); G. Richard Shafto 
(WIS-TV, Columbia, S. C.), and 
O. L. (Ted) Taylor, TV applicant 
in Wichita, where he owns KANS. 


size this week with large space 
newspaper copy. Ted Bates & Co. 
is the agency. 


McDougall Bows Out of Agency 


Charles H. McDougall, who took 
over the West Coast operation 
about two years ago, has sold his 
interest in Dancer-Fitzgerald- Mc- 
Dougall in San Francisco to Dan- 
cer-Fitzgerald-Sample, New York. 
He is starting his own agency, 
Charles H. McDougall Advertising 
Counsel, at 155 Montgomery St., 
San Francisco. William Duggan 
now is v.p. and general manager 
for the West Coast setup. 
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17 Consumer Studies Show ‘52 Was Good 


to Maxwell House, Prom, Maidenform, Etc. 


(Continued from Page 2) in Honolulu and Long Beach; 
place. In Milwaukee and St. Paul fourth in Washington), forcing out 
it is the second favorite. It is | Lilt, Richard Hudnut, or, in some 
fifth in Indianapolis and Cincinnati Pacific Coast states, Nutri Tonic. It 
and seventh in Columbus. ‘is second in six cities, third in 

Pillsbury continues as the favor- eight cities. 
ite cake mix, increasing its lead The butter-margarine reports 
over its closest competitor, Betty show that butter is losing ground 
Crocker. Pillsbury is now the fav- in percentage of users to margar- 
orite in 12 cities, as compared to ine. In 1952, the percentage of 
the eight cities it reigned in last margarine users rose slightly in 13 
year. Betty Crocker, a leader in six|of the 14 cities included in last 
cities last year, has lost two, to year’s report. The largest gain 


hold four markets this year. 


s Last year, it was evident that. 
Betty Crocker’s lead was based on | 
its popularity on the West Coast. | 
It was first in Fresno, Modesto, 
Sacramento, San Jose, 
and Spokane. This time it is 
pushed to second place by Pills- 
bury in Sacramento, Fresno and 
San Jose. Athough Spokane has 
dropped out, another Coast city 
which has 
Beach, rates Betty Crocker first. 
Betty Crocker also leads in Hono- 
lulu, a newcomer to the report. 

Percentages of user in 13 of 
the 14 markets reporting last year 
have increased. In Salt Lake City 
the percentage remained about the 
same, dropping about 0.6%. Great- 
est use increases are in Seattle 
(16.4%) and Duluth-Superior 
(16.0%). 


= Prom, introduced in the fall of 
1951 by Toni Co. (AA, Aug. 20, 
1951), seems to have entrenched 
itself as a popular home perman- 
ent. Toni, the leader in all 15 
cities last year, scores 100% again 
this year as the preferred home 
permanent in the 17 markets re- 
porting. Prom, after one year, has 
managed to capture second or third 
place in 14 cities (it- is fifth 


RESEARCHER 
Alfred Politz 
RECOMMENDS 
COPYWRITER 
Claude Hopkins 


Claude Hopkins, whose creative 
copy made him one of the highest 
paid writers in advertising history, 
owed much of his success to his own 
copy research—which Alfred Politz 
rates as one of the most significant 
milestones in advertising research 
history. 

In “SCIENTIFIC ADVERTIS- 
ING,” Hopkins summed up the 
basic principles of advertising tech- 
niques proved by his enormous 
experience with tested copy. The 
simple axioms he developed 30 years 
ago are as true now as they were 
then—and twice as important. 

Long out of print, and a prac- 
tically unobtainable collector’s item, 
the book has now been re-issued so 
that everyone who plans, writes or 
pays for advertising may keep it on 
his desk for constant reference. 


Mail the Coupon for Your Copies Today 


MOORE PUBLISHING CO., Book Division 41 
48 West 38 St., New York 18, N. Y. 


Send _ copies 
“Scientific Advertising” 
@ $2.00. [] Check [] Money Order 


ADDRESS TO: 


Seattle | 


been added, Long) 


| was shown for Seattle, 14.8%, but 
‘this is obviously the result of 
‘legislation in Washington during 
‘the year permitting yellow mar- 
garine to be sold in the state. 
Average percentage gain in users 
for the 13 cities showing increases 
is about 3.3%. St. Paul showed 
a 0.5% loss. 


® Thirteen of these cities showed 
losses in the number of those using 
butter. Seattle, of course, had the 
greatest percentage loss, 10.2%. 
Indianapolis showed no loss or 
gain. Average percentage loss for 
the 13 remaining markets was 
3.6%. 

The only brands leading in all 17 
markets in this report are Crisco 
(all-purpose shortening) ; Borden’s 
Starlac (powdered milk); Gerber 
(baby cereals); Hormel’s Spam 
(canned luncheon meat); Johnson 
self-polishing liquid floor wax; 
Spic and Span (in products for 
painted walls and woodwork and 
in products for linoleum or tile 
floors); Colgate toothpaste; Toni 
home permanent; Kleenex facial 
tissues; Pond’s facial cream; Jer- 
gens liquid hand lotion; Bayer as- 
pirin; Easy electric washing mach- 
ines. 

In some cases, reports for brand 
preferences are made for only a 
few of the 17 cities. Leading brands 
in these cases are Campbell canned 
soup (eight cities); Kellogg’s Corn 
Flakes (13 cities); Johnson paste 
floor wax (nine cities); Chevrolet, 
13 cities, and Champion spark 
plugs (eight cities). 


= Smoking by women has in- 
creased slightly in most cities. 
The highest percentage of women 
smokers is in Portland, Me. 
(51.9%), but this is a drop in 
users, since last year the percent- 
age was 60.3%. Women smokers 


Vyeiyestaet 


Paper Box Competition, sponsored by the 
Manufacturers Assn., 
package for Standard Tool Co. made by F. 


Products made by Newark Paper Box Co., 


WINNING SET-UPS—Among the winners in the 1953 Set-Up 
Philadelphia, are (top, left to right) drill 
the hardware classification; perfume package for Lehn & Fink 


Ist in transparent packaging; Snorkel pen box for W. A. 


Sheaffer Pen Co. made by Dennison Mfg. Co., Ist in personal 
accessories. Bottom, from left: Show box for A. Sandler Co. 
made by American Paper Box Co., Ist in footwear; Argus 
camera pakage for Argus Inc. made by W. C. Ritchie & Co., Ist 
in photographic products, Ist in construction and Ist in display, 
and Martex towel package for Fairfax Mills made by Old 
Dominion Box Co., Ist in textiles and Ist in surface design. 


National Paper Box 
N. Burt Co., Ist in 


Ist in cosmetics and 


tapered off also in the Duluth- | 
Superior market, where there was) 
a drop of 1.1%. Regular-size cig- | 
arets are preferred in 16 cities; 
king-size in one. 

Brand popularity among women 
shows Chesterfield making gains 
in all but two cities. This year it) 
leads in seven cities as compared 
with six cities last time. Pall Mall 
has gained in all but one city. 
It leads in six cities. Last year, 
it was ahead in only three. 

Camel has lost ground in all 
markets; it is first choice in three 
markets this year as against six) 
last. Lucky Strike has lost users | 
in all cities except one. It makes 
no first place showing at all; last 
year it was the best liked brand in| 
one city. Philip Morris has gained | 
in one market, lost smokers in 11. 


@® The number of men smoking 
has gone up in nine cities, dropped 
in four markets. Camel leads in 
15 out of 16 cities reporting. It 


= SP 


Use Film to Sell 
New Dealers 


(ADVERTISEMENT) 


they get involved in arguments 
over prices and discounts. 

Salesmen who use a Francisco. 
Film for presenting their dealer | 
proposition rarely encounter any | 
of these difficulties. 

They get all the time they need | 
to tell their full story—to the deal- 
er’s staff, as well as himself—with 
uninterrupted attention. They are 
in complete control of the inter- 
view from first to last. The film 
presents the proposition as the 


signed up with the aid of a film 
presentation . . 
dealers who are shown the film... 
Ask the average manufacturer’s usually become dealers who want |~— 


management wants it presented. 
Equally important, new dealers 


. and established 


‘gether they hold only 


salesman what he considers his to do the things they should to 
hardest job. He will probably tell make the most of their merchan- 
you one of two things: Getting dising opportunities—because they 
new dealers, or getting his estab- clearly understand what these are 
lished dealers to merchandise his from the film’s vivid, convincing | 
products the way they should. explanation. | 

Experienced Sales Managers) IT’S A DEAL! a sound film) 
know that no salesman has much which we produced for the sales- | 
trouble with his established deal- men of Ful-O-Pep feeds, exempli- | 
ers if he sells them properly from fies the many advantages which | 
the start. the film presentation of a manu-| 

Selling new dealers is difficult facturer’s déaler proposition hold. | 
for many salesmen for a number. What is your proposition for | 
of reasons: They cannot get the _your dealers? The chances are we | 
dealer’s undivided attention long can create a sound film for you | 
enough at one time to tell their that can present it more effectively | 
story; they cannot control the in- | |than any other method can. 


terview; they themselves may not) F 
rancisco Films 


understand the merchandising val- 


ues in the dealer proposition, hence | 185 N. Wabash Ave., Phone: STate 2-0798 
are incapable of explaining it; and | CHICAGO 1 


has increased its popularity in|year. Nearly one-third of the 
‘seven cities and lost it in five.) _women using brassieres in Wash- 
‘The greatest percentage of men) ‘ington wear Maidenform, inci- 
|smokers is in Columbus—78. 1%—| dentally. 
‘an increase over last year’s 75.4%,| ' Formfit has lost ground in 11 
when Columbus led also. All 16 markets, gained in three. It was 
cities’ men smokers showed pref- first in three cities this year, com- 
erence for regular-size cigarets. ‘pared with five last time. Warner, 
Camel leads in 15 out of 16 ahead in one city last year, made 
cities reporting. It has increased no firsts this time. It has gone up 
its popularity in seven cities and | in popularity in eight cities, lost 
lessened it in five. Chesterfield popularity in five. 
leads in one city, as it did last | 
year. |@ Girdles are being used less in 
Lucky Strike has dropped in) five cities and more in eight. War- 
number of users in nine cities,;ner leads in seven, Formfit in 
gained in two, and remains the five, Playtex in four, Sears in one. 
same in one. Pall Mall gained in| Honolulu proved itself the rich- 
11, lost out in one market. Philip est in terms of family income. 
Morris lost users in all 12 mar-| There, 49.7% make over $5,000. 
kets. Old Gold made gains in two. 'Second is Washington, with 48.4% 


‘cities, had losses in 10. Raleigh | of the families making that much. 


and Herbert Tareyton seem to be The poorest market was Duluth- 
vying for seventh place in most) ‘Superior, where only 21.6% made 
cities, see-sawing between seventh over $5,000. Also, more families 
and eighth with each other. To-| (9.5%) made $10,000 or more in 
between | | Honolulu. Only 1.5% of the fam- 
2.8% and 8.4% of the markets. ilies in Portland, Me., made that 
much. Washington had 8.4% of 
‘the families with that high an in- 
| come. 

Goodyear tires placed first in 


# Brand leadership among cigars) 
is not widely held by any one) 
make. Most of those which man- ‘ " 
age to make first or second place | Preference in 15 out ve the 1% 
in some markets invariably seem | Markets, | second in two. It regis- 
to place 10th somewhere else. | tered gains in only four of the 
Cigar smokers have increased in| markets, however. Firestone is 
four cities, dropped in three. /second in 13 markets, first in one. 


, It showed gains in 10 markets. 
There are now more brassieres 


in use in nearly all cities. The | Smokers Use 50% Ad Matches 


n usage is Duluth-Superior, 
a or 4 Advertising matches, formerly 


where only 82.4% of the women) 
' accounting for 35% of the matches 
said they used them. The high is) bong by Americans, now account 


Fresno, where 91.6% of the women | or 50%, or 12.5 billion book 
wear brassieres. Maidenform is up| seavnen annually, according to the 
in all cities, and has preference in Match Industry Information Bu- 
14 cities, compared with nine last | reau, New York. 


i ee CN ER Ske ees RR TEES 
The QUAD-CITIES 


4 No. 1 Radio Station . . . WHBF 
joins the nation’s 
No. 1 Radio Network . . 


Effective July 1, 1953 
Leslie Johnson, V.P. and Gen. Mgr. 


. CBS 


BUILDING, ROCK ISLAND, wns 
— by Avery. Knodel. dees 
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Europeans Learn U. S. Methods of 
Selling from Sales Execs on Tour 


(Continued from Page 3) 


18-minute sound film called, “The 
Importance of Selling.” 


s Why go to Europe to talk about 
the American sales system? This 
was the question AA’s correspond- 
ent put to Mr. Whitney when the 
southern team arrived in Rome. 
He replied by pointing out that 
one cut of seven people employed 
in Detroit works on a product des- 
tined for sale overseas. He pointed 
out that a depression in France or 
Italy could have serious effects on 
the American economy by restrict- 
ing markets for U. S. products. 

It is therefore a responsibility of 
management in America, Mr. Whit- 
ney said, to tell the European 
business man that a high standard 
of living can only be achieved by 
“the distribution techniques of 


BOSTON 


for the 


Annual 
NATIONAL 


Industrial Packaging 
& Materials Handling 


EXPOSITION 


OCTOBER 20-21-22-1953 
MECHANICS BLDG. ¢ BOSTON, MASS. 


New, unusual, refined, 
modernized products, 
equipment and ma- 
terials 


Witt 
EXAMINE 


Foremost industrial 
packaging and mate- 
rials handling men 


YOU'LL 
GET TO 
KNOW 


The newest — 
from the renowned 
‘Short Course’ in 
packaging and ma- 
terials handling 
(Sponsored by Mech. 
Eng. Dept. of M.1.T.) 


You 
CAN 
LEARN 


Interesting, instruc- 
tive entries in the 
National Protective 
Packaging and Ma- 
terials Handling 
Competition 


National 
Packaging and 
Materials Handling 
Show 

in the GREAT 
NEW ENGLAND 
MARKET 


For full information, write 


Society of Industrial Packaging | 
& Materials Handling Engineers 


Room 902-8, 20 W. Jackson Bivg., Chicago 4 


_ |The NSE president worked from a 


.| American economic system. 


competitive sales management, the 
thousands upon thousands of 
salesmen, and the millions upon 


/millions of advertising messages.” 


|@ The main point hammered home| 


in these series of five-hour meet-_| 
ings has been the important part. 


played by “persuasive selling” in| 
| stimulating consumer desires for | 
new and better products. These | 
American executives have been 
telling their European counter-| 
|parts: “In America, no one buys 
anything. People are sold on buy- 
ing.” 

Mr. Whitney emphasized that, 
there is no attempt made to tell | 
the European business man what) 
| to do. Instead, the talks have been 
_devoted entirely to concrete ex-_ 
;amples of American marketing 
_ practices. 

The audiences have been told 
about supermarkets, night shop- 
ping, shopping by automobile, how 
advertising is planned, product de- 
velopment, how salesmen are se- 
lected and trained, and all the oth- 
er facets of what Mr. Whitney calls 
the “modern marketing revolu- 
tion.” 

The talk given by Mr. Whitney 
on the tour is an excellent exam- 
ple of what this European project 
‘has been trying to communicate. 


|graphic 26-panel chart to explain 
the function of distribution in the 


To do this, he used a specific 
case history of how Corning Glass 
Works developed a high-backed, 
fluted-edge pie plate after a house- 
wife walked into a Chicago depart- 
ment store and complained about 
her fruit pies boiling over and 
burnimg on the oven floor. Using 
the following 26 steps, Mr. Whit- 
ney showed how this product was 
|created and brought to the mar- 
ket: 


. Product requirements. 
. Market acceptability. 
. Product design. 


1 
: 
3 
4. Product manufacture. 
5. Package design. 
6 
7 
8 
9 


. Carton design. 
. Labeling. 
. Pricing policy. 
Sales literature. 
. Sales policy. 
. Discount scheduling. 
. Customer credits. 
. Service policy. 
. Warehousing. 
. Market definition. 
. Sales training. 
. Sales promotion. 
. Merchandising material. 
. Trade advertising. 
. Consumer advertising. 
. Direct mail to consumer. 
. Publicity. 
. Personal selling. 


3 ied Bi 


D. H. 
ager 
York. 


MACDUFF has been named ad man- 
of Canada Dry International, New 
His appointment is part of a pro- 
gram of broadened promotional services 
offered to Canada Dry bottlers in other | 


countries. Mr. Macduff was a sales pro- 


motion specialist with Coca-Cola Export) 


Co. for the past 10 years. 


24. Selection of salesmen. 

25. Selecting the advertising 
agency. 

26. Institutional advertising. 


@ Under each heading Mr. Whit- 
ney gave a brief description of 
what had to be done. For instance, 
under Step 20—consumer advertis- 
ing—he reported: 

“Every piece of Flavor-Saver 
{the name of the pie plate] copy, 
before it ran either in newspapers 
or magazines, was copy-tested. 
Split-runs were used freely. It was 
found that the word ‘you’ in the 
headline increased readership by 
nearly 20%. Underscoring this 
word increased attention an addi- 
tional percentage. 

“It was noted that the word 
‘new’ in the head was also valu- 
able for gaining attention. The pic- 
ture of the product in use created 
more interest, and putting num- 
bers on the different items in the 
copy likewise built higher com- 
plete readership. All of these fac- 
tors which had been tested in the 
coordinated efforts did much to 
make the consumer advertising 
read and acted upon.” 


s The talks by other members of 
the group were along similar lines 


|'—centered on specific examples. 


Mr. Livingston, for example, de- 
scribed how his company, du Pont, 
supplies materials to more than 
50 different manufacturers, big 
and small ones, and helps these 
companies to develop and market 
products. 

A long-term aim of the NSE tours 
is to make a dent in the oft-la- 
mented rigidity of European cap- 


italism. It is hoped that the talks | 


will stimulate individual Europe- 
an business men to break out of 


the established pattern of auto- 


matic selling and begin really 


| competing for sales. 


As a simple preliminary aim, the 


American group encourages for-' 


mation of sales executive associa- 
tions devoted to exchange of mar- 
keting information. There is a 
dearth of such activity in Europe. 
Mr. Whitney says there are even 
manufacturers who refuse to re- 
veal who their distributors are, 
much less explain how they are 
marketing. 


= The NSE president also pointed 
out that, as a result of the previous 


tours, sales executive groups were 


set up in Paris and in two Swiss 
'cities. He said the group in Paris 
was responsible for getting legis- 
lation passed making possible cred- 
it sales, and this in turn stimu- 
‘lated business. 

| Mr. Whitney told AA that the 
group has had enthusiastic audi- 
‘ences on this tour, particularly in 
Spain. He said the talks them- 
selves have been followed by ques- 
| tion periods which run as long as 
two and three hours. 

The importance of the tour to 
American business is underlined 
'by the fact that a strong minority 
in all of the audiences has been 
composed of European representa- 
tives of American firms. 


Fund Drives Bring 
Most of Business 


Bureau Inquiries 


New YorK, May 12—Solicita- 
tions, home appliances and insur- 
ance were the three top subjects 
of inquiries and complaints to the 
97 Better Business Bureaus in the 
United States and Canada last 
year. 

In a roundup of the year’s ac- 
tivities, Victor H. Nyborg, presi- 
dent, Assn. of Better Business Bu- 
reaus, also declared that bait’ ads 
still are a major problem, particu- 
larly in the second-hand sewing 
machine and vacuum cleaner, real 
estate, furniture and used cars 
fields. 

The difficulty in combatting bait 
advertising lies in apathy of some 
brand manufacturers, lack of re- 
sponsibility by media, circumven- 
tion of written ad requirements by 
baiters, public susceptibility and 
ignorance, Mr. Nyborg said. 


s Last year the bureaus handled 
1,670,667 requests for information 
and complaints—more than in any 
year previous—Mr. Nyborg re- 
ported. For the third successive 
year, inquiries and complaints 
about solicitations for funds ranked 
first, with 118,450. Home appli- 
ances, which ranked sixth in 1951, 
jumped to second place with 93,- 
991. Inquiries and complaints 
about all lines of insurance moved 
‘from fourth place to third with 
93,559. Others, in order, were con- 
struction, automotive, television, 
photographers, magazine subscrip- 
|tions, furniture and rugs and dry 
cleaning. 

A total of 24,372 advertisements 


ee 


to Move 


Dept. 


Door-to-door delivery on time! Less crating! 
Less handling! That’s the economical, effi- 
cient way to ship your exhibits to trade 
shows, conventions, sales meetings! Get the 
facts. Write today for Free booklet, ‘How 


Trade Show Exhibits.” 


Superior service available, too, for moving house- 
hold goods of transferred personnel, office and 
plant equipment. Get cost-saving estimate from 
local agent. No obligation. 


Contact Display and Exhibit Dept. 
North American Van Lines, Inc. 


AAS, Ft. Wayne, Indiana 
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was selected for study and investi- 
gation last year, Mr. Nyborg said, 
and 9,061 of these were found to 
need “individual attention.” 
“With the exception of 809 ad- 
vertisements which were referred 
to the authorities as a last resort, 
all questioned advertisements were 
modified or eliminated through the 
voluntary cooperation of the busi- 
ness firms concerned,” he added. 
“The 809 advertisements amounted 
to only 3.3% of those questioned.” 


Ziff Heads New Haven Clock 


Seymour Ziff, formerly consult- 
ant in the special contracts divi- 
sion of Dictograph Products Inc., 
Jamaica, N. Y., has been named 
president of New Haven Clock & 
Watch Co., New Haven. He suc- 
ceeds Dr. Max A. Geller, who will 
continue as chairman of the board 
and chief executive officer. 


Hillenbrand Elected V. P. 


William R. Hillenbrand has been 
elected a v.p. of Sherman & Mar- 
quette, New York. Prior to joining 
the agency Mr. Hillenbrand was 
with Procter & Gamble Co. 


Experts predicted 
300 to 500 new 
savings accounts 


and JACK PYLE 
PRODUCED 2500 


There are two acid tests for 

pulling * at in a radio 
rsonality. 

ar “ sales. The other, 

popularity in personal ap- 

pearances. 

KYW personalities score 
high on both. Here’s just one 
example. At the opening of 
the new Cottman Street office 
of Philadelphia's Bell Savings 
and Loan Association, the 
big drawing card was Jack 
Pyle, KYW’s terrifically popu- 
lar star of the “Musical Clock” 
show. And according to a let- 
ter to Jack Pyle from Herbert 
L. Gross, Bell’s executive vice- 
president: 


The experts predicted that we 
would open between 300 and 
500 new savings accounts, But 
they figured without Pyle. When 
word got around that you were 
in the neighborhood, everyone 
rushed to put his money in a 
safe place and we opened over 
2500 accounts! 
To get action like this in Philadel- 
phia.. on the air or on the spot.. 
put KYW to work for you! Free & 
Peters has details. 


KYW 


PHILADELPHIA 
50,000 WATTS 
NBC AFFILIATE 


— 
WESTINGHOUSE 


RADIO STATIONS Inc 
WBZ + WBZA+ KYW+ KOKA 
— WOWO+KEX + WBZT 
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FOURTH ANNUAL 


CHICAGO TRIBUNE FO 
ON DISTRIBUTION 
AND ADVERTISIN 


MAY 26 AND 27 


WGN AUDIENCE STUDIO, 445 N. MICHIGAN AVE., CHICAGO, ILL. 


For the fourth year the Chicago Tribune will be host to 
leaders in business and industry who will convene on May 
26 and 27 in three sessions devoted to discussions of today's 
advertising and selling problems as a means of developing 
plans and procedures to get greater efficiency and economy 
in making, distributing, and selling merchandise. 


AREA I 


TUESDAY, MAY 26, 1953—2:00 P.M. 


Problems and procedures in 
selecting the sales theme for a product 


MODERATOR 


Cc. B. LARRABEE 
Publisher 
Printers’ Ink 


THE PANEL 


FAIRFAX M. CONE 
President 
Foote, Cone & Belding 


SAMUEL C. GALE 
Vice President 
General Mills, Inc. 


DR. MELVIN S. HATTWICK 
Director of Advertising 
Continental Oil Company 


JOHN B. McLAUGHLIN 
Adv. and Sales Prom. Mgr. 
Kraft Foods Company 


MRS. JEAN WADE RINDLAUB 
Vice President 
BBD&O, Inc, 


ARTHUR E. TATHAM 


President 
Tatham-Laird, Inc. 


JAMES M. VICARY 


Research Counselor 


HENRY O. WHITESIDE 
Vice President 
Gardner Advertising Company 


Each session will be concerned with an area of special in- 
terest to those responsible for planning, preparing and plac- 
ing advertising. Because of the limited seating capacity of 
the studio, admission to the three sessions will be by tickets 
which may be obtained by writing to the Chicago Trib- 
une, Room 1336, Tribune Square, Chicago 11, Illinois. 


THE PROGRAM 
AREA II 


WEDNESDAY, MAY 27, 1953—9:30 A.M. 


Current practices in establishing 
the advertising budget 


MODERATOR 


SIDNEY R. BERNSTEIN 
Editor 
Advertising Age 


THE PANEL 
THOMAS D’ARCY BROPHY 


Chairman of the Board 
Kenyon & Eckhardt, Inc. 


HAROLD V. GLEN 


Sales Promotion Manager 


Marshall Field & Company 


EDGAR KOBAK 
President 
Advertising Research Foundation, Inc. 


MARVIN C. LUNDE 
Nat'l Retail Sales Prom. & Adv. Mgr. 
Sears, Roebuck & Company 


JOHN V. SANDBERG 
Account Executive 
J. Walter Thompson Company 


WILLIAM J. SANNING 
Director of Advertising 
The Kroger Company 


HENRY SCHACHTE 
Director of Advertising 
The Borden Company 


ALFRED N. STEELE 
President 
Pepsi-Cola Company 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


AREA III 


WEDNESDAY, MAY 27, 1953—2:00 P.M. 


The impact of the expanded economy 
in causing a marketing revolution 


MODERATOR 


REGINALD CLOUGH 
Editor 
Tide Magazine 


THE PANEL 


A. S. GOURFAIN, JR. 
President 
Gourfain-Cobb Adv. Agcy., Inc. 


DONALD R. GRIMES 
President 
Independent Grocers’ Alliance 


JASON HURLEY 
District Manager 
The Magnavox Company 


HARRY G. KIPKE 
President 
Coca Cola Bottling Co., Chgo. 


JOHN T. PIRIE, JR. 
President 
Carson Pirie Scott & Co. 


CHARLES W. SMITH 
Associate Manager 
McKinsey & Company 


ELDON E. SMITH 
V. P. & Mgr. Merch. Dept. 
Young & Rubicam, Inc. 


J. B. WAGSTAFF 
Vice President 
De Soto Div., Chrysler Corp. 
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